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rating 

point! The  dominant  station  serving  Richmond, 
Petersburg  and  Central  Virginia 

WXEX-TV 

STATION  B 

STATION  C 

Number  of  TV  homes 
in  Grade  B  area 

205,000 

TV  homes  per  rating  point 
projected  to  Grade  B  area 

2,050 

1  74,800 
1,754 

1,745 

•  WXEX-TV  delivers  16.9' ;  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 
•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 
•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on  file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

WXEX-TV Tom  Tinsley,  President NBC   BASIC— CHANNEL  8 
Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chiccyo,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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MORE 
ENTERTAINMENT!    CBS*  Titan  program 
fare  augmented  with  the  top  ABC  programs  like  Disneyland,  Mickey  Mouse 

Club,  etc.,  is  further  fortified  with  the  Top  Rated  locally  produced  shows 

such  as  the  "Gil  Newsome  Show",  "The  Fred  Moegle  Show",  and  the 
"Recallit  and  Win"  program. 

and 

MORE 
AUDIENCE  !  Channel  4  quite  naturally  takes  the  lion's 
share  of  the  television  audience  in  St.  Louis!  ARB  and  Pulse  have  con- 

sistently shown  that  KWK-TV  enjoys  St.  Louis'  largest  audiences  during 
all  the  regular  time  segments*  thru-out  the  week! 

•ARB-April,  1956,  Telepuise,  April  (May)  1956. 
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R ES  U  LTS  !  Offering  the  best  in  entertainment,  plus  the 

largest  consistent  audiences  in  each  time  segment,  KWK-TV  presents  to 
its  advertisers  the  largest  most  consistent  sales  potential  ...  a  potential 

that  more  and  more  advertisers  are  consistently  turning  to  their  sales 
advantage! 
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Tv  clearances: 

when? 

SRA  releases 

spot  totals 

What's  next  step 
toward  more  data 

Reynolds  Metals 

buys  new  tv  show 

FCC  seeks  tv 

station  data 

Admen   concerned  with   clearances   will   find   little    immediate   aid   in 

FCC's   de-intermixture   proposals.      Commission   has    called   for   comments 
by   10   Sept.      But   possibility   of    oral   arguments,    even   court   action   by 
broadcasters  adversely  affected,    could  hold  up  final   decision  until 
next   year,    perhaps    even   later.      FCC   proposals,    which   affect    17   cities, 
were  welcomed  by  uhf   interests,    though  latter  were   disappointed  that 

Commission   didn't    propose   more   de-intermixture. 

-SR- 

First  all-industry  report  on  spot  radio  spending  totals  shows 

$54,258,000  for  first  5  months  of  '56,  up  17.8%  from  $46  million 
during  same  period  last  year.   Compiled  by  Price  Waterhouse  and 
released  by  Station  Reps.  Assn. ,  total  national  spot  radio  spending 
will  be  reported  monthly.   (See  story,  page  25). 

-SR- 

Total  spot  radio  spending  figures  are  big  step  forward.   Will  figures 
for  individual  advertisers  such  as  TvB  now  supplies  for  spot  tv 

follow?   Such  a  move  could  come  from  any  one  of  several  directions: 

(1)  expansion  of  methodology  and  survey  by  SRA,  (2)  cross-section 
survey  of  member-stations  by  RAB,  (3)  development  of  more  complete 
reporting  by  Executives  Radio-Tv  Service. 

-SR- 

Reynolds  Metals,  pioneer  network  tv  sponsor  among  metal  companies, 

aims  for  even  audience  split  among  men,  women,  'teens,  with  new  film 
show,  Circus  Boy.   Show  is  to  be  slotted  in  firm's  old  NBC  TV  time 
(Sun.,  7:30-8  p.m.).   Objective  remains  to  combine  sell  for  Reynolds 

Wrap,  pitch  for  varied  uses  of  aluminum.   '56  season  may  presage  move 
to  separate  net  tv  vehicle  for  Reynolds  Wrap,  now  selling  at  $30 
million  annual  rate. 

-SR- 
Now  that  tv  webs  have  finished  supplying  (or  have  they?)  tons  of  data 

to  Washington  probers,  tv  stations  are  busy  bearing  burden  of  fact- 

gathering.   FCC's  Network  Study  Group  has  sent  7-page  request  for 
information  (31  questions)  to  all  video  outlets.   Latter  were  given 

six  weeks  to  fill  it  out  ;  questionnaire  is  due  51  July.   Information 

sought  includes  data  on  affiliation,  card  rates,  other  station  owner- 
ship, various  breakdowns  of  programing,  sponsorship. 

Arnold  Alpert  named  advertising  director  of  SPONSOR 

Arnold  Alpert  has  been  appointed  advertising  director  of  SPONSOR  effective  1 
July.   He  will  be  in  charge  of  all  advertising  sales.   Alpert,  who  joined  SPONSOR 

in  June  1954  as  midwest  manager,  also  served  on  the  editorial  staff  in  1951-52. 
He  interrupted  his  association  with  SPONSOR  to  work  for  his  Masters  Degree  at 

the  Graduate  School  of  Journalism,  Columbia  University. 

SPONSOR,    Volume    in.    No.    14,    0    .lulv    1958.      Published    biweekly    In    SPONSOB    Publications  Inc.     Executive.  Editorial.  Advertising.  Circulation  Offices.  10  E.   4Sth  St..  New 
York  17      Printed  at  3110  Elm  Ave..  Italtlmore.  Md.     $8  a  year  In  U.S.     $9  elsewhere.     Entered  as  second  class  matter  29  Jan.   1918  at  Baltimore  poatofflce  under  Act  of  3  Mar.  1878 



REPORT  TO  SPONSORS  for  9  Julv   1956 

Tv  webs  push 

auto   pitches 

Negro  radio's 
pivotal  role 

Senate  group 

report  due 

Orkin  tv  spoofs 

exterminating 

New  clients 

for  net  radio 

How  should  tv 

sell  candidates? 

Brylcrcem    hits 

No.   3  sales  spot 

Auto  cutbacks  in  net  tv  are  spurring  webs  to  heavy  sales  activity  in 
Detroit.   Armed  with  new  Trendex  study  indicating  dealer  enthusiasm 
for  tv,  ABC  TV  will  attempt  to  up  its  share  of  auto  billings  in  pitch 
to  manufacturers  this  week.   NBC  TV  is  also  readying  sales  promotion 

ammunition.   ABC  already  has  2  new  auto  shows  coming  up:  a  2nd  Law- 

rence Welk  hour  for  Dodge,  "Ford  Theatre,"  switched  from  NBC.   Tren- 
dex study,  made  among  857  dealers  in  16  cities,  found  tv  tops  list  of 

all  media  for  drawing  showroom  traffic.   Dealers  also  favored  tv 
for  national  advertising  support. 

-SR- 

Negro  radio  will  have  important  role  in  Republican  Presidential  spot 

campaign  (through  BBDO).   Agency  has  already  bought  up  to  150  an- 
nouncements per  market  in  Negro  stations  for  9  weeks  preceding  Elec- 

tion Day.   Negro  vote  is  expected  to  be  big  factor  in  campaign.   Said 

NAACP's  Washington  representative  at  NAACP's  47th  annual  convention 
recently:  "It  is  within  our  hands  to  determine  whether  there  will  be 
a  Democratic  or  Republican  85th  Congress." 

-SR- 

FCC  de-intermixture  proposal  has  reportedly  caused  Senate  Commerce 
Committe  to  consider  watering-down  planned  separate  majority  and 
minority  interim  reports  in  favor  of  full  committee  report.   Latter, 
expected  this  week,  will  be  mild  in  tone.  SPONSOR  learned.   On  another 

probe  front,  House  Anti-trust  Subcommittee  went  deeply  into  why  FCC 
okayed  NBC-Westinghouse  swap  of  Philly,  Cleveland  stations.   Commit- 

tee, chaired  by  Rep.  Emanuel  Celler  (N.Y. ) ,  will  continue  questioning 
FCC  this  week,  move  hearings  to  New  York  City  in  September.   Celler 

said  group  will  look  into  tv  star  system,  "tyranny  of  ratings," 
many  other  subjects. 

-SR- 

Otto  the  Orkin  Man  sprays  South  and  West  with  announcements  on  104  tv 

stations  after  one-station  start  in  '51.  Orkin  Exterminating,  Atlanta, 
spends  $275,000  annually  on  tv,  uses  animated  pests  to  remove  social 
stigma,  sell  pest  control.   (See  story  page  32). 

-S3- 

SPONSOR  survey  of  all  4  radio  networks  shows  between  25-30  accounts 

which  have  never  used  net  radio  are  in  fold  this  year;  more  in  offing. 
Reasons:  better  salesmanship  on  part  of  nets,  availability  of  short 

time  slots,  participations.   Among  new  buyers:  Chesebrough-Ponds ' , 
Slenderella,  Olson  Rug,  Greyhound,  Hudson  Vitamin. 

-SR- 

Many  Democrats  charge  Republicans  sold  1952  candidates  like  tooth- 
paste in  spot  tv  campaigns,  yet  spot  tv  will  play  major  role  in  both 

parties'  1956  Presidential  campaigns.    For  opposing  views  on  role  of 
air  media  in  campaigning,  see  debate  (page  29)  between  2  admen  who 
helped  direct  last  Presidential  campaigns — Lloyd  Whitebrook  for  Demo- 

crats, Rosser  Reeves  for  Republicans.   Accompanying  story  (page  28) 
outlines  plans  for  air  media  at  Norman,  Craig  &  Kummel  for  Democrats, 
BBDO,  for  Republicans. 

-SR- 

Brylcreem  hair  dressing  reaches  number  3  position  in  field;  sales 

have  more  than  doubled  the  past  30  months  with  90%  of  budget  in  spot 

tv.   Harold  F.  Ritchie  also  heavy  in  tv  for  Eno,  Scott's  Emulsion. 

(Sponsor  Reports  continues   i»«?i«*  117 ) 
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Among  the  television  markets  toremost  in 
the  manufacture  of  food  and  kindred 

products,  the  Channel  8  Multi-City  Market 
ranks  sixteenth,  based  on  production 

figures  for  America's  top  100  counties 

(SALES  MANAGEMENT  '  'Survey  of  Buying  Power' ' 
—May  10,  1956)  Food  manufacturing  is  just 

one  of  the  many  widely  diversified  indus- 
tries which  make  the  WGAL-TV  Channel 

8  market  of  first  importance  in  your  adver- 

tising planning. 

NCASTER,  PENNA. 
NBC  AND  CBS 

CHANNEL     8     MULTI-CITY     MARKET 

STEINMAN  STATION 

Clair  McCollough,  Pres. 

Representat ive 

the  MEEKER  company,  inc. 
New  York Los  Angeles 

Chicago San  Francisco 

9  JULY  1956 
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advertisers  use 

ARTICLES 

Spot  radio  dollar  figures 
For    the    first    time,    industry    sees    totals    on    spot    radio    expenditures.      Station 

representatives    Assoc,    shows    $54    million     billing    in    first    five    months    of      56 

ffoit*  to  sell  a  candidate:     1956 
Both    parties    are    relying    heavily    on    tv    in    forthcoming    Presidential    election. 

Air  media   strategy  is  on  drawingboards  now.     What   are   party  tv   philosophies? 

Trends  to  watch  for  fall 

These  are  brief  highlights  from  SPONSOR'S  t Oth  annual  Fall  Facts  Basics.  They 
are  arranged  in  article  under  groupings  of  spot  tv  net  tv,  film,  spot  radio, 

net  radio.  Briefing  highlights  developments  you  must  know  about  to  keep   posted 

.So  you  think  there  are  hays  in  your  tv  approach? 

You    haven't    really    had     problems    until    you    start    selling    exterminating.       But 
Orkin   of  Atlanta   did   so  well   on   tv   that  sales   have   doubled    in    five   years 

f  wrote  commercials  for  «  genins 
The    genius    was    a    news    analyst    opposed    to    sponsorship    of    his    shows.       The 

copywriter  was  a   woman  who  invaded   his  sustaining   program   privacy  at  WRNL 

II  f i «i I  agencies  expect  from  film  protlut'ers 
In   the    relatively   new   relationship    between   adman   and    television    film    producer 

compatibil  ty    depends    on    complete    understanding,    says    agency    film    head 
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Reynolds  sells  a  product  ami  an  Industry 
in    soiling    the    aluminum     industry    to    the    consumer 

-ork   tv.   has   at   its   secondary   objective   the   sales   of   its    Reynolds   Wrap. 
How    does    a    company    coordinate    institutional    and    consumer    messages?  2tt    .fll/lf 

Six-month  round~up 
th<-    -.ii  month    SPONSOR    index    to   tell    you   how   to  find    what    where, 

and    in    which    issue.      Handily    classified,    it    rounds    up    all    SPONSOR    contents       2.'{    .1  III  If 
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Central  South's  finest  and  most  com- 
plete television  facilities  — completely 

new  building,  four  camera  chains,  two 

large  studios,  20'  revolving  turn-table, 
fully-equipped  kitchen,  etc.! 

Ask  your  Branham  man  for  the  new 
KTH V  coverage  story ! 

316,000  Watts          Channel 
Henry  Clay,  Executive  Vice  President 
B.  G.  Robertson,  General  Manager 

AFFILIATED   WITH   KTHS,  LITTLE   ROCK,  AND   KWKH,  SHREVEPOR © 



FOUR  TIME  WINNER 
GOLDEN  MIKE  TROPHY 
The  Radio-Television  News  Club  of 
Southern  California  honors  KBIG 
for  the  fourth  successive  year  with 
its  Golden  Mike  for 

"MOST  CONSISTENT  NEWS  COVERAGE 

BY  A  LOCAL  RADIO  STATION." 
KBIG  world,  national,  and  local  news 
is  supplied  by  the  greatest  news 
gathering  services: 

ASSOCIATED  PRESS  •  UNITED  PRESS 

CITY  NEWS  SERVICE  •  SIGALERT 

KBIG  Newscasts  are  5  minutes  long, 

staff-written,  edited,  polished, 
listenable!  . 

There  are  140  each  week.  Of  these, 
114  are  sponsored;  26  are  available. 

If  you  sponsor  KBIG  News,  YOU 
own  a  share  in  this  Golden  Mike. 

If  you  don't,  talk  it  over  with  your 
KBIG  or  Weed  representative. 

KBIG 
The  Catalina  Station 

740  ON  YOUR  DIAL  •  10,000  WATTS 

JOHN  POOLE  BROADCASTING  COMPANY 

t  Blvd.,  Los  Angeles  28,  Calif. 

Tt  lepho         Hollywood  3-3205 

Nat  Rep.  WEED  and  Company 

.-
 

Rod  C.   Park-in.   chief  radio-tv  buyer,  Ross 
&  Assoc,  Salt  Lake  City,  Utah,  believes  in 

using  many  if  not  all  stations  in   a  market  when 

buying  saturation  radio  campaigns.   "We  like  heavy 
saturations  of  at  least  10  announcements  daily  per 

market,"  he  told  SPONSOR.     "This  will  be  a  big 
year  for  radio,  particularly  because  it's  an   election 
year.    Some  oj  the  best  buys  in  radio  now  are  prob- 

ably  the   five-    and    15-minute   newscasts.    In    tv, 
I  like  buying  either  shoivs  or  segments  of  participat- 

ing programs  to  avoid  dial  flippers.    But  you  have  to 

choose  shows  very  carefully.    The  same  format  that's 
a   hit   in   one   market   can    be   an    awful   flop    in 

another."     Above   all.    Parkin    warns    stations    to 
sell  constructively.    He  cites  instances  where  stations 
convinced  advertisers   to   use  other  media   by  run- 

ning  down    their    competitors   so   thoroughly. 

Frances  Scott,  v.p.,  Gibraltar  Advertising,  New 

York.  says.  "If  e  have  a   rather  different  attitude 
toward   spot    Inning  for   our   clients.     We   do   not 
believe   in   putting  all  our  eggs  in   one  basket,   no 
matter  hoiv  good  the  basket   may   be.     If  hen  we  do 
a  saturation   campaign   we  like  to   be  on   as  many 

different   Stations  and  times  as   budget   allows.    It's  a Int  more  trouble,  but  we  find  it  pays  of]  in  product 

sales.    We  contact  the  reps  in  all  areas  we're  consid- 
ering and  lay  our  problem  right  on  the  line.     They 

know  we've  got  to  get  the  best  rallies  and  availabili- 
ties.     We  find  it  we're  honest   in   our  approm  h, 

thi    boys   will  do  everything  possible   to   help   solve 

our   client's   problems   along   the   lines    of   our   per- 

sonal   theories."     Scotty    feels    that    close    contact 
with   re]is   can   often   make   up    lor   limited   budgets 
in   getting  top  time  slots. 

I,c»«»  Oahi's.  media  supervisor,  Richard  K.  Manoft. 

Inc..  believes  that  too  mm  h  "1984-ism"  is  creeping 
into    current    advertising    thinking — be    it    media 

selection  of  inntive  activity.     '/'■       i    cannot  be 
reduced  to  pure  statistics  in  any  advertising  think- 

ing." Lee  sins.     Monroe  calculators  cannot  displace 

••:,    need  foi  a  good  'instinct'  regarding  public  media 
preferences  and  trends.    \oi  can  an  IliM  machine 

substitute,  in  an  agency's  creative  work,  for  a  'feeC 

tor  the  people's  momentary   needs  and  Hunts'  'Lee 
thinks  that  an  ideal  agent  ■  on  results  from 

media  and  creative  people  wot  -her:   dove- 
tailing their  separate  approaches  so  that  the  creative 

product  is  n  reflection  of  media  "reality"  and  vice versa.    It  must  be  this  way,   Lee  says.    Creative 

people  and  media  people  going  their  separate   u  in  s 

find    themselves    in    a    void. 

SPONSOR 



Advertisement 

The  $250  Million  Give-kaj  Show! By   John   Pepper   and   Bert   Ferguson 

A  Quarter  of  a  Billion  Dollar  Mar- 
ket is  available  in  the  Memphis  Negro 

Trade  Area!  Naturally,  the  $250  Mil- 
lion Question  is  how  YOU  can  get  in 

on  the  cash  award!  Here's  the  answer: 

WDIA.  WDIA's  50,000  watts  and  con- 
sistent top-ratings  control — almost  to 

monopoly  — •  Negro  consumer  contact 
in  this  section  of  the  South. 

Specialized   Market 

There  is,  within  WDIA's  radius,  a 

total  of  1,237,686  Negroes!  That's  al- 
most 10%  of  the  entire  Negro  popula- 

tion of  the  United  States  .  .  .  concen- 
trated in  this  trade  area! 

Industry,  moving  South  in  its  de- 

centralization plan,  utilizes  these  Ne- 
groes as  labor  on  a  high  wage  scale. 

These  Negroes  will  earn  in  excess  of  a 

quarter-billion  dollars  this  year,  and 
they  will  spend  80%  of  their  income 
on  commodities.  They  already  buy, 

in  the  food  field,  68%  of  all  canned 

milk  sold  in  Memphis  .  .  .  65%  of  all 
flour  .  .  .  over  half  the  mayonnaise, 

coffee,  bleaches.  They  purchase,  in 

drugs  and  allied  products,  almost  55'  < 
of  all  deodorants,  about  59%  of  all 

laxatives,  more  than  54'  <  of  all  soap, 
half  the  chest  rubs.  In  soft  goods,  they 

buy  at  least  60%  of  all  sweaters,  more 

than  47%  of  the  men's  sox,  also  54% 
of  the  women's  shoes. 
What  is  more,  these  Negroes  buy, 

not  only  in  quantity,  but  quality.  Their 
new,  aflluent,  economic  status  inspires 
ambition  to  elevate  their  standard  of 

living.  They  want  quality  merchan- 
dise-— and  they  have  the  money  to  buy 

it.  Realizing  this  need,  WDIA  is  meet- 
ing the  specialized  Negro  market  with 

customized  sales  promotion  for  name 
brand  merchandise,  such  as: 

Carter's  Little  Liver  l*ills  .  . Itlue  Plate  Loods  .  .  Arrid  .  . 
ill  a  xtvell  House  Cot  fee  .  . 
I*et  Mill*  .  .  Omega  Flour. 

Does  your  brand  belong  in  this  group? 
Have  you  a  product  to  place  on  this 
specialized  market? 

Specialized   Station 
WDIA  can  channel  your  sales  mes- 

sages directly  to  ready-made,  loyal 
audiences  .  .  .  audiences  who  want  to 

buy,  if  approached  in  a  way  suitable 
to  their  temperament.  These  Negroes 

are  filled  with  pent-up  desire  for  free- 
dom of  expression  and  opportunity  to 

react  to  the  basic  selling  invitation  of 
their  own  leaders.  WDIA  provides 
both  outlets.  WDIA  is  a  specialized 

station,  operating — on  all  50,000  watts 
— exclusively  for  Negroes.  Program- 

ming is  directed  specifically  to  Ne- 
groes. Shows  feature  Negro  talent  only 

— a nnouncers,  MC's,  disc-j ockeys, 
musicians,  home  economists,  stars. 

As  a  consequence,  listeners  with  a 
quarter  of  a  billion  dollars  to  spend, 
feel  that  WDIA  is  their  station.  They 

respond  to  WDIA's  Negro  stars  with 
racial  pride — and  they  support  prod- 

ucts which  their  stars  represent  with 

stout  fidelity.  WDIA  contacts  —  and 
virtually  controls — the  largest  market 
of  its  kind  in  the  nation. 

Market   Development 
Moreover,  this  market  potential  is 

just  developing.  As  industry  moves 
more  and  more  rapidly  to  this  section, 
Negroes  become  an  increasingly  strong, 

integral  factor  in  the  expanding  econ- 
omy. A  multiplicity  of  businesses  are 

thrusting  upon  the  Negroes  employ- 
ment on  an  ever-growing  scale.  A 

larger  number  of  Negroes  work  with 
greater  regularity  than  at  any  period 

in  the  history  of  the  South —  and  this 
is  just  the  beginning.  The  South  is 

swiftly  changing  from  agrarian  econ- 
omy to  industry.  New  occupations,  new 

skills,  constantly  make  new  require- 
ments and  offer  higher  wages.  As  the 

Negroes  learn  new  trades,  they  acquire 

new  values,  accept  new  responsibilities. 
This  psychology  manifests  itself  in 

an  evolving  social  consciousness.  As  a 

group,  more  Memphis  Negroes  affiliate 
themselves  with  civic,  welfare,  and  fra- 

ternal organizations  than  at  any  time 
prior  to  this  era.  As  individuals,  they 
tend,    almost    desperately    to    identif) 

their  personal  habits  with  those  ac- 
cepted as  standard  by  white  citizens. 

Therefore,  they  buy  products  never 
used  before  by  Negroes  in  an)  \olume 
— if  at  all.  \\  hat  is  more  important, 
they  are  training  their  children  to  avail 
themselves  of  soaps,  toothpaste,  deo- 

dorants, face  creams,  foods  hitherto 

prohibitive  by  price,  and  clothing  that 
is  new — not  banded-down  from  white 

youngsters.  They  are  educating  their 

boys  and  girls  to  elevate  their  levels 

of  living,  to  use  more  and  better  com- modities. 

The  establishment  of  your  brand  on 

the  Memphis  Negro  market  means 

present  profits  .  .  .  plus  an  investment 
in  future  sales. 

Market   Foundation 
The  market  foundation  is  already 

an  instituted  order.  The  population  is 
permanent,  and  the  Negro  finances  are 
on  a  stable  basis.  The  Negroes  are  an 

important  part  of  the  changing  struc- 
ture of  the  South — and  their  capital  a 

vital  contribution  to  the  welfare  of 
the  community. 

With  its  50,000  watt  power,  its  spe- 
cialized job  of  programming  directly 

to  the  Negroes,  and  its  influence 

through  community  service  for  the  Ne- 
groes, WDIA  can  reach  a  larger  num- 

ber of  these  customers  and  sell  more 

consumer  goods  than  all  other  types  of 
media  combined! 

With  the  popularity  and  personal- 
ized sales  system  of  this  colored  sta- 
tion, WDIA  can  offer  you  more  oppor- 

tunities for  big  money  than  a  Give- 

Away  Show.  You  ask  the  questions — 
we  furnish  the  answers  on  how  to  win 
your  share  of  a  $250  Million  market. 

Secure  your  advantages  now  in 
this  rich  and  opportune  market.  Send 

your  name  and  address  on  your  letter- 
head today.  We  will  mail  to  you  ir- 

refutable facts  and  figures,  along  with 

your  bound  copy  of,  "The  Story  of 

WDIA!" 

\\  DIA  is  represented  nationally  by 

John  E.  Pearson  Compain. 

f       /  JOHN  PEPPER,  President 

BERT  FERGUSON,  General  Manager 

HAROLD  WALKER,  Commercial  Manager 
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Advertisers  are  spending  more  dollars  with  the  NBC  Radio  Network  on  weekends 

than  with  any  other  network . . .  jk  O  /  O  more  than  with  the  second  network. 

During  its  first  year,  MONITOR  increased  NBC  Radio  Network  weekend  reve- 

nues —  in  the  face  of  a  decline  in  weekend  revenue  on  all  other  networks  —  by 

£4  f  O    /O  over  the  preceding  year. 

MONITOR  has  moved  steadily  from  30%  sold-out  in  the  first  quarter  of  1956  to 

more  than    I  O    /O  sold-out  for  this  August.  By  next  month,  NBC  Radio 

will  be  delivering  over  §  tf\J\J\J^\J^J  \Jmore  listener  commercial 

impressions,  weekends,  than  any  other  network. 

You  belong  on  MONITOR,  where  advertisers  have  placed  so  many  stamps  of 

,ppro,aNBC  RADIO  NETWORK 
a  service  of 



THE 

Big 
Voice  of 

Music  . 
for  complete 
antelope  valley  coverage 

LANCASTER  &  ANTELOPE  VALLEY 
CALIFORNIA 

^^»    Inquire    of 
ADAM    YOUNG,    INCORPORATED 

about    this    outstanding 

combination    buy. 

by  Bob  Foreman 

<  ttpitalizitiu  on  vopu  via  discipline 

Television  i-  among  other  things  a  disciplinarian  of  the 
most  teutonic  dimensions.  As  such  it  has  performed  yeoman 

service  upon  it>  practitioners  and  the  results  of  this  disci- 
plining is  already  being  felt  in  many  areas. 

First,  and  most  apparent,  is  what  it  has  done  in  behalf  of 

a  new  school  of  playwrights.  It  has  conditioned  these  indi- 
\idnals  to  create  good  drama  that  can  unfold  and  resolve 
itself  in  about  50  minutes  (and  sometime-  in  26);  drama 
that  can  accommodate  at  least  twice  during  its  brief  evolution 

the  violent  interruption  of  a  commercial;  that  has  sufficient 
novelty  to  be  worth  putting  on  at  all  yet  is  not  too  novel 
for  the  broadest  of  audiences;  that  must  not  tread  on  the 

most  conservative  of  sponsors.  The  demands  of  the  medium 
are  therefore  Herculean,  and  those  who  have  survived  them 

have  gone  on  to  create  the  Marty's,  the  Rainmaker's,  and  so 
forth,  which  gave  both  Broadway  and  Hollywood  something 

new  and  substantial  to  chew  on.  The  Cha\ef>ky"s  and  Robert 
Alan  Aurthur's  don't  deny  their  debt  to  television.  They  ad- 

mit they  owe  The  Great  Disciplinarian  a  lot. 
Less  fascinating  but  nevertheless  an  outgrowth  of  the 

rigidities  of  the  medium  is  the  sharpening  of  skills  which 
has  occurred  among  those  who  write  copy  for  the  various 
advertisers.  Whether  these  men  and  women  came  out  of 

print  advertising  backgrounds,  the  theater,  radio  or  what- 
have-you,  they  have  been  kneaded  and  shaped  by  the  rules 
ol  t\.  and  are.  it  i-  certain,  better  copywriters  now.  They 
have  had  to  master  not  only  a  tight  style  of  writing,  but  one 

thai  is  not  too  idea-packed.  Thev  have  had  to  heed  religiously 
the  -weep  second  hand  on  a  stop  watch.  The\  have  had  to 
learn  the  mechanic-  <>l  production,  especially  those  involv- 

ing film  with  it-  problem-  of  union,  labs,  and  time-lags.  And 
probably  for  the  firs!  time  in  their  lives  the\  were  forced 
into  the  straightjacket  of  .1  budget.  To  make  certain  that 

this  latter  garment  (it  without  strangling  them,  thev  had.  of 

course,  to  judge  each  video  -et-up  on  a  co-t  a-  well  as  dra- 
matic basis,  that  required  them  to  demonstrate  even  in  the 

shortest  of  commercials  a  sound  advertising  judgment  as 

well  as  an  appreciation  of  what   monc\    mean-. 

The  luxury  of  not   understanding  the  mechanic-  of  pro- 
duction and  not  caring  about  it-  cost  wa-  so  long  enjoyed  by 

so  manj  oJ  them  when  thej   worked  in  print.    Today,  that's 
I  Please  turn   to  page    16  I 

in 
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[he  Leader. ... 

Look  at  these  commanding  audience  ratings! 

FULL  POWER-FULL  COVERAGE 

FULL  POWER-FULL  COVERAGE 

337  FIRSTS 
in  462  quarter  hours 
surveyed 

9  of  top  10 
multi-weekly  shows- 
local  news  ratings  up 
to  35.4 

9  of  top  10 
once-a-week  shows 

SOURCE:  LATEST  A-R-B  FOR 
DES  MOINES  METROPOLITAN  AREA 

Katz  Has  The  Facts  On  That- 

Very  Highly  Audience  Rated, 
Sales  Results  Premeditated, 

CBS  Affiliated 

Station  in  Des  Moines! 

9  JULY  1956 
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ONE  WILL  DO/ 
One  station — WBNS  Radio  —  drops  sweet- 

spending  Columbus  and  Central  Ohio  right 

in  your  lap.  WBNS  delivers  the  most  listeners 

.  .  .  twice  as  many  as  the  next  biggest  station. 

The  most  and  also  the  best.  With  20  top  Pulse- 

rated  shows,  WBNS  puts  push  behind  your 

sales  program.  To  sell  Central  Ohio  .  .  .  buy 
WBNS  Radio. 

CBS   FOR   CENTRAL  OHIO 

Ask  John  Blair 

The  number  one  Pulse  station 

covering  1,573,820  people  with 

2    Billion    Dollars    to    spend. 

■■rail radio 
COLUMBUS,     OHIO 

11  ui imnsiu 

i? 

sponsor   invites  letters   to   the  editor. 
Address    K)  E.    19  St.,   Ve«    1  ork    17. 

ECONOMIC  WASTE? 

There  arc  probabl)  good  reasons  for 

the  timing  or  apparent  lack  of  timing 
between  television  advertising  and 

product  availability.  Vs  a  person  not 
i-u-iiiecled  with  advertising,  however, 

to  me  there  seems  to  he  considerable 

e  onomic  waste. 
\-  the  father  of  three  small  chil- 

dren, I  can  sa)  that  m\  famil)  is  par- 
ticular!) sensitive  to  cereal  advertising. 

When  advertising  first  started  on  a 
fruit-flavored  cereal  called  TRIX,  m\ 

wife  tried  for  weeks  to  buy  the  prod- 

uct; but  it  hadn't  reached  our  local 

grocers'  shelves  or  those  of  the  nearb\ 
>upei market.  Bv  the  time  it  did.  our 

children's  desires  had  been  diverted  to 
other  cereals  with  premium  offers. 

Kelloggs  had  been  advertising 

badges  as  premiums  for  pinning  on 

children's  cowbo\  hats.  Oka\  !  Wed 
bin  Kelloggs  Shredded  Wheat  instead 
of  Nabisco.  What  happened?  No 

Kelloggs  Shredded  \\  heat  received  yet 

b\  local  merchants,  containing  these 

particular  premiums;  and  so  my  wife 

buys  some  other  cereal. 
Again — on  the  subject  of  premiums. 

A  cereal-maker  offers  one  type  car  in 

each  package  of  a  \cr\  nice  little  plas- 
tic train.  We  wanted  to  bin  enough  of 

the  brand  so  that  each  child  would 

have  a  complete  train.  Hut  there's 
nothing  on  the  package  to  tell  whether 
the  box  contains  the  engine,  coal  car, 

freight  car  or  caboose.  \itei  getting 

four  coal  cars  in  a  row.  we  Had  had 

enough  of  thai  particular  premium. 

I  hen  there's  the  question  of  send- 
in-  in  mom  \  with  box  top-,  etc.  for 

premiums.  Human  beings  arc  lazy. 
I  la-  an\  one  ever  tried  to  put  a  reall) 

good  premium  in  the  cereal  package 

itsell  and  sel  the  retail  price  accord- 

ingl)  ?  In  other  word-,  have  the  gro- 

cer stock  two  packages  ol  "\\  heat- orinos"  one  with  the  space  ranger 

telescope  al  750  and  one  with  no  pre- mium at  250.  M\  wife  would  pay  the 

ai  ill,,  store;  bul  she'd  never 
i  Please  turn  to  page  15  i 

SPONSOR 



Chattanooaas 

ONLY 
FULL  POWERED 

STATION 

IN  THE  HEART  OE  THE  INDUSTRIAL  SOUTH 

^e«^  av&i  60  COUNTIES  to 
JENNESSEE,  GEORGIA,  ALABAMA  &  NORTH  CAROLINA 

Represented  Nationally 

By  H-R  Television,  Inc. 

AFFILIATED  WITH   NBC  &  ABC  NETWORKS 

#*  @6<ittcw(xotyz  ifo . , ,  CHANNEL 
R.  G.  PATTERSON 

President 

HARRY  STONE 
Station    Manager 

STUDIOS—  1214  McCALLIE  AVE 
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KLZ-TV  dominates 

the  Denver  market! 

34  out  of  top  50 
13  out  of  top  15  Non-Network  Shows 

11  out  of  top  15  Once-A-Week  Shows 

NON-NETWORK   FILM   SHOWS 

Life  of  Riley   31.4  I 

Dr.  Hudson's  Secret  Journal  29.2 
Highway  Patrol   26.7  Stat.  B        I 
I  Led  Three  Lives    ....  24.9  Stat.  B 
Mr.  District  Attorney.    .    .  22.9 
Celebrity  Playhouse.    .    .    .  22.7 
Guy  Lombardo   22.7 
Wild  Bill  Hickok   22.7  I  I 

Confidential  File   22.4  Kl/-|\ 
Stones  of  the  Century.    .    .22.2  KLZ-T\ 
Liberacc   21.5  Kl  /    I  N 

Range  Rider   20.9  Kl  /-IN 
(  runch  and  Des   20.4  Kl  /-I  \ 
Buffalo  Bill,  Jr   20.2  Kl  /.- 1  \       I 
Studio  57   20.0  Kl  /IN       I 

ONCE-A-WEEK   SHOWS 

Ed  Sullivan   47.7     Kl  . 

S64.000  Question   46.5 

What's  My  Line   37.0 
George  Gobel   35.4     Stat.  B 
I  Love  Lucy   34.9    I 
Your  Hit  Parade.    .        .    .  33.4     Stat    B 

$64,000  Challenge  ....  32.7 
Life  of  Riley   31.4 
Allied  Hitchcock   31.0    I 
Climax   30.7 

Disneyland   29.8     Stat.  C 
Jack  Benny   29.7 
Groucho  M.u\   29.4     Stat.  B 
Phil  Silvers   29.4 

Dr.  Hudson's  Secret  Journal  29.2    Kl  /-IN 

More  Quarter  Hour  Firsts  —  from  sign-on 

to  sign-off — seven  days  a  week  —  than  all 

other  Denver  TV  stations  combined. 

CBS IN       D    E 

See  the  complete  story!  Call  your  KATZ  man 

or  wire  Jack  Tipton,  general  sales  manager,  KLZ-TV 

14 
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49TH  AND  MADISON 
(Continued  from  page  12) 

bother   or   remember   to   send   in   50tf 

and  a  box  top. 

Edward  W.  Allen,  Jr. 

Publicity  Manager 
Allen  B.  Du  Mont  Laboratories 

Clifton,  N.  J. 
•      How    about     it, 
your    answer? 

lunuf  acturers?      What*: 

WIDE  SCREEN   PROCESS 

Thanks  for  your  enthusiastic  report 
on  the  use  of  the  new  Cellorama  wide 

screen  Cellomatic  process  at  the  TvB's 
presentation  in  New  York  recently. 

You  overlooked  one  important  fact, 

however — the  name  of  our  process. 

Since  we're  very  proud  of  the  fact  that 
the  Cellomatic  process  is  an  exclusive 

one  and  the  only  means  of  presenting 

animated  projection  other  than  film, 

we'd  appreciate  it  if  you  would  set  the 
matter  straight. 

Milton  Rogin 
President 

Cellomatic  Corp. 
New  York,  N.  Y. 

POCKETINC  NET  LINEUP 

I  have  never  before  written  a  fan 

letter  to  any  broadcasting-telecasting 
industry  publication,  but  I  do  want 

you  to  know  how  very  much  I  appre- 
ciated seeing  in  your  28  May  issue  a 

resumption  of  your  network  television 

fall  schedule  comparagraph.  This  serv- 
ice was  invaluable  to  me  all  last  sum- 

mer and  early  fall  as  the  changing  pro- 
gram picture  on  the  various  networks 

resolved  itself  into  the  set  pattern  of 

the  firmed-up  fall  line-up. 

Only  with  such  an  accurate  and 

complete  lay-out  of  network  program- 

ing can  we  intelligently  set  up  our  tele- 
casting schedule  well  in  advance  and 

know  what  to  anticipate  in  some  de- 
tail. As  a  matter  of  fact,  I  cut  out  and 

carry  with  me  in  my  loose  leaf  sales 

folder  your  fall  network  television 

program  line-up  and  change  it  each 
time  you  revise  it  in  subsequent  issues. 

I  also  carry  with  me  the  regular  tv 

comparagraph  of  network  programs 

which  appears  once  each  month  in 
your  publication.  And  may  I  say 
thanks  for  the  additional  service  of 

perforating  its  attachment  to  your 

[Please  turn  to  page  81) 
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New,  Timely  Election-Year  Continuities 

BMI  t"*-**>  1956 
PBESIBENTIAL 

PACKAGE 
Program  Scripts  for  Radio  and  Television 

Background  —  color  —  personalities  —  oddities  —  the  intriguing 

stories  of  past  elections  are  all  neatly  wrapped  in  this  BMI  "Presi- 
dential Package"  containing  an  assortment  of  23  scripts  for  a 

total  of  five  hours  of  programming. 

"THE    FIRST    ELECTION"  One  half-hour  script 

Relates    the    surprising    aftermath    of    America's    first    presidential    election 

"A   PRESIDENTIAL  CAVALCADE' Seven  five-minute  scripts 

Odd  and  interesting  facts  about  our  chief  executives  .  .  .  their  hobbies,  early 
jobs,  personal   anecdotes  and   other   authentic   items. 

"FAMOUS   FIRST  LADIES" 
Five  15-minute  scripts 

The  inside  stories  of  five  gracious  women  who  accompanied  their  husbands 
to  the  White  House 

RISE  OF   POLITICAL  CAMPAIGNING' 
One  half-hour  script 

The   cartoons,    rally-songs,    gimmicks    and    techniques    of    unusual    political 
campaigns  through  the  years 

"THE   PRESIDENTS   SPEAK' Seven  five-minute  scripts 

Dramatic  highlights  of  eventful  speeches — based  on  actual  recordings  of  the 
Presidents'  voices 

FAMOUS  CAMPAIGN   SONGS' 
Two  half-hour  TV  scripts 

Historically  accurate  account  of  the  songs  that  influenced  elections  ...  for 
visual  effect — a  collection  of  the  original  sheet  music 

'CAVALCADE  OF   PRESIDENTS" 
Two  half-hour  TV  scripts 

Intimate  glimpses  into  the  lives  of  our  presidents  ...  for  visual  effect — a 
collection  of  photographs,  both  formal  and  candid 

TIME   SIGNALS— STATION    BREAKS" 
:10;    :30;    1.00 

"Vote  as  you  please,  but  please  vote"  and  a  variety  of  other  useful  and  timely announcements. 

BMI's  "Presidential  Package"  is  available  to  all  sta- 

tions without  charge — as  a  station  and  public  service. 

BROADCAST     MUSIC,     INC. 

589  Fifth  Avenue,  New  York   17,  N.  Y. 

*•*••*••** 
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That's  okay,  TIME  Magazine  .  .  . 

.  .  .  you  transposed  the  call  letters  of  Omaha's 
most-listened-to  radio  station  6  different  times 

in  the  June  4th*   issue   .  .   . 

.  .  .  but  Hooper,  Pulse  and  Trendex 
have  it  straight: 

The  call  letters  of  the  radio  station  with 

the  biggest  audience  all  day  .  .  .  are  K-O-W-H. 

Hooper  says  so  to  the  tune  of  44.2%  of  the 
audience. 

Pulse  agrees  to  the  tune  of  204  out  of  240  first 

place  quarter  hours  for  K-O-W-H. 

Trendex  chimes  in  with  firsts  for  K-O-W-H 

in  every  time  period. 

For  some  good  TIME  in   the  right  spots,  call 
KOWH   General   Manager  Virgil   Sharpe,  or   the 
H-R  man. 

•.  .  .  in  a  fulsome  article  featuring  the  Storz 

broadcasting  formula— for  building  and  keeping 
audiences. 

iSSH* 
qg 

CONTINENT  BROADCASTING   COMPANY 

"The    Storz    Stations" — Todd    Stori,    President 

WDGY.   Minneapolis-Si,    Paul       KOWH.  Oma^j       WHB,   Kansas   City      WTIX.   New  Orleans       WQAM*.   Miami 
Represented    by  Represented   by  Represented   by  Represented   by  Represented    by 

Avery ■Knodel,    Inc.  H-R    Reps.    Inc.  John    Blair   &   Co.        Adam  J.  Younq,   Jr.       John   Blair  &   Co. 

•  Itamttt  lubfeel  to  FCC  approval 



]\etv  and  renew 

1.    New  on  Television  Networks 

)    U    L   Y       19   5  6 

SPONSOR AGENCY STATIONS PROGRAM,  time,  start,   duration 

Amer  Home   Prd,    NY,    for   Whitehall 
Amer  Tobacco,    NY 
Armour,  Chi,  for  Dial 
Best  Foods,  NY 
Bristol   Myers,    NY 
Campbell  Soup,  Camden,    NJ 
Campbell  Soup,  Camden,    N| 
Helene  Curtis,  Chi 
Intl  Shoe,  St.   Louis,   for  Red  Goose 

Bates,   NY         NBC 
SSCB.    NY  NBC 
FCB,  Chi  ABC 

-DFS,    NY    CBS 
Y&R,  NY  CBS 
BBDO,    NY  NBC 
Burnett,  Chi  CBS 
Ludgin,  Chi  NBC 
DArcy,  St.  Louis  ABC 

Kimberly-Clark.  Ch 
Lever  Bros.  NY 
Lever  Bros,  NY 

Liggett  &   Myers,   NY 

Manhattan  Soap.  NY 
Mogen  David  Wine,  Chi 
Nestle,  White  Plains 

for  Kleenex  &  Delscy  FCB,  Chi 
BBDO,    NY 

|WT,  NY 

Norwich   Pharmacal; 
Pabst  Brewing,   Chi 
P&C,  Cin,  for  Cleem 
P&C,  Cin,  for  Shasta 

Simoniz,  Chi 
Standard  Brands,  NY 
Union  Carbide  &  Carbon, 

Norwich,    NY 

NY 

B&B,  NY 
Burnett,  Chi 
Compton,   NY 
Biow,    NY 

SSCB,  NY 
Bates,  NY 
direct    _ 

58 

ABC 
NBC 
NBC 

DFS,    NY  _        CBS   173 

Scheideler  &  Beck,  NY  CBS 
Weiss  &  Celler,  Chi  ABC 
Houston,  NY  CBS 

CBS 
ABC ABC 

ABC 
CBS 
CBS 
ABC 

Sir  Lancelot;  M  8-8:30  pm;   10  1    56  to  9  2  57 
Stanley;   M  8:30-9  pm ;  9  24  56  to  9  9  57 
Danny  Thomas,   M  8-8:30  pm;   10  Sept 
|ohnny  Carson;  alt  Tu  2:15-2:30  pm;   10  July :  52  wks 
Godfrey  &  Friends;  Alt  m  8-8:30  pm;  6  |une;  7  alt  wks 
On  Trial;   F  9-9:30  pm;  9  7  56  to  8  23  57 
Bob   Crosby;    M    3:30-3:45   pm;   2   July;   52   wks 
Stanley;   M   8:30-9  pm:    10  1    56  to  9  2  57 
Kiddie    Specials;    Sa    11    am-12:30    pm;    Aug    25,    Oct    6, Dec  8  only 

Danny   Thomas,    M    8-8:30   pm;    10   Sept 
On  Trial;  F  9-9:30  pm;  9  14  56  to  8  30/57 
Sir   Lancelot;   M  8-8:30  pm;   9  24  56   to  9  9  57 
Do  You  Trust  Your  Wife?;  alt  Tu   10:30-11    pm;   5   June; 

52  wks 
96  Codfrcy  Time;  Th   10:30-10:45  am;   5  July;  52  wks 

  Treasure   Hunt;   F  9-9:30   pm ;   7   Sept 
100  Gale    Storm    (Oh   Susanna);    Sa    9-9:30    pm ;   29   Sept;    52 wks 

97  Godfrey  Time;  Tu    10:45-11    am;  3   July;   52  wks 
It's  Polka  Time;   F   10-10:30  pm;   13  July 
Wyatt  Earp;  Tu  8:30-9  pm ;  56-57  season 

     Famous  Film  Festival;  Su  7:30-9  pm;  1    July;  1   partic  per 
wk;  26  wks 

95       Johnny  Carson;  W  2:15-2:30  pm;  4  July;  3  wks 
119      Godfrey  Time;  Tu  10:45-11   am;  5  June;  52  wks 

Omnibus;  Su  9-10:30  pm;  sts  Oct 

Cole   i3» 

Louis 

Dorfsman    i3» 

2.    Renewed  on  Television  Networks 
SPONSOR AGENCY STATIONS PROGRAM,  time,  start,  duration 

Colgate,   NY 
Colgate.   NY 
Chevrolet,    Detroit 
General   Mills,    Minnpls 
Gillette,   Boston 
Culf  Oil,  Pitts 
Hallmark  Cards,   Kansas  City 

Kellogg,  Battle  Creek   
Mennen,    Morristown,    N) 
Pabst,  Chi 
Pearson  Pharmacal,   Long   Island  City, 

for  Sakrin,   Eye-gene  &   Ennds,  NY 

Bates,   NY    CBS  147      Millionaire;  W  9-9:30  pm;  4  July;  52  wks 
Esty,   NY    CBS   128      Strike  It  Rich;  M-F  11:30-12  n;  2  June;  52  wks 
Campbell-Ewald,    Detroit  ABC  Crossroads;   F   8:30-9  pm;   56-57   season 
DFS,    NY    ABC    Wyatt  Earp;  Tu  8:3019  pm;  56-57   season 
Maxon,    Detroit  NBC   161  Cavalcade   of   Sports;   F    10-concl;   7    Sept;    52   wks 
Y&R,  NY       NBC    115  Life  of  Riley;  F  8-8:30  pm;  914  56  to  9  6  57 
FCB,    Chi  NBC  Hall  of  Fame;  Su  eve  time  TBA;   10/28  56   to  4  10  57; 

6    programs 
Burnett,  Chi  _     CBS   110  Wild  Bill  Hickok;  Su  12:30-1    pm;  3  June;  52  wks 
Mc-E,   NY  ABC  Wed  Night  Fights;  W  10  pm-concl;  56-57  season 
Burnett,  Chi  ABC  Wed   Night  Fights;  W   10  pm-concl;   56-57  season 

C.   Dorsey 

Forrest    14) 

Donahue  &  Coe,   NY 

Pillsbury,    Minnpls 
P&C,  Cin      
P&C,  Cin 
R.   |.  Reynolds,  Winston-Salem 
Schlitz,   Milwkee          
SOS.  Chi 
SOS.  Chi 
A.  E.  Stalcy,   Decatur       _ 
Yardley,    NY    
Toni,  Chi         

Burnett,  Chi 
Burnett,  Chi 
Compton,   NY 
Esty,   NY 
IWT.     Chi 
Mc-E,   San   Fran 
Mc-E,   San   Fran 
R&R,    Chi 

Ayer,    NY      
North,    Chi 

ABC    Famous    Film    Festival;    Su    7:30-9    pm;    1    July;    13    wks; 
1    partic  per  wk 

CBS   116  ^Codfrey  &   Friends;  alt  W  8:30-9   pm;    13   June;   52  wks 
CBS   127  .          Search   for  Tomw;  M-F   12:30-12:45   pm;  2  July;  52  wks 
CBS  118  Cuiding  Light;  M-F  12:45-1   pm;  2  July;  52  wks 
CBS   136  Bob  Cummings;  alt  Th  8-8:30  pm;  5   July;  52  wks 
CBS  141  Playhouse  of  Stars;  F  9:30-10  pm;  29  |une;  66  wks 
CBS  79  Carry  Moore;  alt  F   11:15-11:30  am;   13   July;  52  wks 

    CBS  80  Bob  Crosby;  alt   F   3:30-3:45  pm;  6   July;   52  wks 
      CBS  67  Carry  Moore;  alt   M    10:15-10:30  am;  9  July;   52  wks 

.    CBS  59  Carry  Moore;   F   11-11:15  am;   29   June;  3  wks 
CBS   181  Godfrey  &   Friends;  alt  W  8-8:30   pm ;    13   June;   52  wks 

Clark 
George    13) 

3.    Broadcast  Industry  Executives 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

lames  T.   Aubrey,  Jr.  KNXT  &  CPN-TV.   LA,   Gen   mgr 
Robert  Baldrica        -WXYZ,    Detroit,   promotion   mgr 
Ray  Beindorf    KNXT,    LA,    acct   exec 
Harold  Christian 
|ohn  Joseph  Cole 
Louis  Dorfsman 

Albert  Downing 
loe  Drilling 

  WXYZ,   Detroit,  vp  radio 
.— — —Guild,   LA,  west  sales   mgr 

CBS   Radio,    NY,  co-director   sales   prom-adv 

Crosley   B'cstng,    Cin,    asst   dir    merchandising 
KJEO-TV,   Fresno.  Cal,   business  mgr 

Robert  Drucker  -Transfilm,    NY,   assoc   producer 
Woodford  H.  Dulaney,  Jr.      WAVE    Radio,    Louisville,    Ky,    sales 
John   Francis   Dunn        P&G,   NY,  sales-promotion 
Clark  George       CBS  TV  Spot  Sales,   NY,   gen   mgr 
Charles  Harrison    WFIL.   Phila,  news  director 
Page  Hcldenbrand .Hearst  Promotion  Ent.  NY 

Robert  S.  Jones  CBS  Radio.  San   Fran,  acct  exec  net  sales 
William  A.   Knight  KSTL.  St.   Louis,  comml  mgr 
William  M.   Koblenzer  ABC  TV,   NY,  acct  exec  special  project  sales 
Felix   J.    LaGrand       Univ  Mo,  asst  prof  adv 
Robert    D.    Levitt  Screen    Gems.    NY,    natl    sales   director 
Thomas  E.  Martin  WEEU  AM-TV.  Reading,  exec  vp-gen   mgr 
Maurice  McMurray  Sotrer   B'cstng,    NY,    natl   sales 
Har°ld  Neal  WXYZ   Radio,   Detroit,   sales  mgr 
lohn  R.  Porterfield  WABC-TV,    NY,    acct   exec 
Robert  I.    Price  KCBS.    San    Fran,    acct   exec 

Ward  L    Quaal  Crosley  B'cstng,  Cin.  asst  gen   mgr 
"win  S.    Reynolds  Fletcher   D.    Richards.    NY.    am-tv   dir  ABC   Radio,   NY 
Al  Schaeffer  KHJ,   LA,   acct  exec lohn  Schneider 

Richard  Schueler  ".'.. 

CBS  TV  Spot  Sales,  NY,  east  sales  mgr 
WSAM,    Saginaw,    prog   director 

  CBS  TV,    LA,   mgr   net  programs 
_   _.   Same,  asst  sales  mgr 
  CBS  TV  Spot  Sales,  Chi,  acct  exec 
       WXYZ   AM-TV,    Detroit,   vp   merchandiisng-research 

Guild,   NY,  vp  sales 
Same,  dir  adv-sales  prom 
KYW  AM-TV,  Cleve,  merchandising  mgr 

  Same,  gen  mgr 
  Transfilm,   LA  office,  head 
    Same,  sales  mgr 

WABC   Radio,   NY,   merchandising   mgr 
KNXT  &   CPN-TV,   LA,  gen   mgr 
WCKT,    Miami,   news-special   features  director 

.     WXYZ  AM-TV,   Detroit,   promotion  mgr 
CBS   Radio,    NY,   acct  exec   net   sales 
WWIL,    Ft.    Lauderdale.    Fla,   comml   mgr 

  Same,   acct  exec  gen   sales 
KHMO   AM-TV,    Hannibal.    Mo,   gen  mgr 
NBC   TV   Films,    NY,   gen   mgr 
WFBG    AM-TV,    Altoona,    sales  mgr 
S.ime,   also:   W|W-TV,   Cleve,   natl   acct  exec 
Same,   vp  radio 

  <*BC  TV,   NY,  acct  exec  special  project  sales 
CBS  Radio,  San   Fran,  acct  exec  net  sales 
WCN,   Chi,   gen   mgr 

acct  exec 
KOAY,    LA,   sales  mgr 

Bridg 

Criswold   (4) 

Same,   gen   mgr 
Same,    managing   director 

9  JULY  1956 
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3.     Broadcast  Industry  Executives   (continued) 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

William    F. 
Miller    i4) 

John 
O'Brien   (4) 

John Schneider    13) 

Mary  Seilbach  KFOX,   Long   Beach,   LA,   radio   central   studios   mgr  KBIC,    LA,   sales  service  mgr 

Hugo   Seilcr  INS,   NY,   asst  mgr  tv  division  NBC   TV,    NY,   production   "Tonight'1 Charles  E.   Standard  Biow,  NY,  acct  exec     MEEKER,    NY,   sales 
Bill  Stiles  KZTV,    Reno,    comml    mgr             KLRJ-TV,   Las  Vegas,  gen   mgr 
lack  Van  Nostrand  KNXT,    LA,   natl  sales  rep    KNXT  &   CPN-TV,   LA,  acct  exec 
|ohn  W.  Wicdmer  CBS  Film   Sales,   St.    Louis       CBS  Film   Sales,   NY,  acct  exec 
Fulton  Wilkins  KNX  &  CPRN,   LA,  asst  gen  sales  mgr  Same,   east  sales  rep 
H.  Ray  Wilson  KTOK,    Okla    City       KRUX,    Phoenix,   acct  exec 
Harrison  Woolcy  KCBS,   San    Fran,   natl   sales  rep  Same,  sales  acct  exec 

4.     Advertising  Agency  Personnel  Changes 
NAME FORMER  AFFILIATION NEW   AFFILIATION 

Mrs.  Sally  Boulon  Xerbc-Penn    Adv,    San    )uan,    exec       DFS,   NY,  am-tv  services  &  operations  mgr 
Roy  Curtis  Raymond    Morgan,    LA,    media   director  Burnett,    LA,    media   buyer 
Ruth    Davis  Product    Services,    NY,    publicity    director  Same,  market  research  head 
Thomas  Flaherty,    Jr.  Crucible   Stell,    Pitts,    sales   promotion    super   .  W.    S.   Walker  Adv,    Pitts,   acct  exec 
Dr.    C.    Dorsey   Forrest  BBDO,  NY,   mkt  research  Hicks  &  Crcist.   NY,  vp-marketing  &  research 
Mary   Forrest  North,    Chi  Best,  Chi,   timebuyer 
U.   E.  Callanos  Biow,    NY,   acct  exec      Joseph   Katz,   NY,  acct  exec 
Henry    George    Frank    Block,    St.    Louis,    asst   cpy   chief    Same,  acct  exec 
Bridg    Criswold  F.   D.   Richards,   NY,  acct  exec  MacM-|&A,   NY,  acct  exec 
Roger    Hickok  Brennan   Adv,    Houston          Bruce  B.   Brewer,   Minn,  asst  acct   mgr 
Lyle   B.   Hill  DFS,   NY,  mgr  am-tv  operations           Same,   show  production  coordinator 
Philip  B    Hincrfeld  Biow,    NY,   acct   exec         K&E,   NY,  acct  exec 
Robert  Howell  Biow,    LA  Compton,    LA,   am-tv  dept  acct   contact 
Cregg    Hunter  Clifford   Gill,    Bev    Hills  M.  Weinberg  Adv,   LA,  crcativc-acct  service  depts 
Babette    Jackson  Biow,   NY,  asst  research  director  DFS,   NY.   research   project  director 
Ed  Jackson  Vick   Chemical,    NY,    product   super  Crey,   NY,   acct  exec 
Fremont   J.   Knittle  Orr.   NY,  vp  marketing-merchandising    Bates,    NY,   market  development   mgr 

Murray  J.   Lcddy  P&C,  Toronto,  assoc  brand  promotion  mgr  D'Arcy,   NY,  acct  exec 
Frank    J.    Marinello  Morey,  Humm  &  Warwick,  NY,  media  estimator  _  Ayer,  NY,  am-tv  timebuyer 
Bruce   E.   Miller  Plmouth    Div.    Detroit,    adv-merchandising    director  FCB,    Detroit,   acct  exec 
William   F.   Miller  Screen    Cems,   Chi            Rutledge  &   Lilienfeld,   St.   Louis,  vp 

John   O'Brien  Marketing  service,    NY,    owner               MacM-J&A,   NY,   acct  super 
Albert   F.    Remington  Packard-Clipper   Div,   Detroit,  adv  mgr  FCB,    Detroit,   acct  exec 
Graham    Rohrer    Georgia-Pacific   Plywood,    NY,   specialty  sales-adv  dir  _       NLB,   NY,  acct  exec 
Robert  P.  Rowen  Aycr.    Phila,    cyp   research      Same,   media   selection 
Richard   W.    Sattcrfield  Davis  Young  Soap  Co,  Dayton,  vp  sales-adv  mgr  Compton,   NY,  acct  exec 
Darwin  H.   Shopoff  D.   H.  Shopoff,  Wash,   DC,  pros  &  gen  mgr  Tobias  &  Co,  Charleston,  adv  director 

Charles   J.    Thompson  Smith's  Home   Furn,    Portland,  sales-promotion   mgr  H.    R.   Seller   Adv,    Portland,    acct   service   chief 
Sven  Thornblad  Hicks  &  Creist,  NY,  acct  exec     Same,   vp-pub   relations 
Stuart   Unger    Y&R,  NY         Grey,    NY,  asst  acct  exec 
Arthur  H.  Warnke  St.   Georges  &  Keyes,  NY,  sales  prom  dept  St.  Ceorges  &  Keyes,  Phila,  office,  mgr 
William   Weilbacher  DFS   N.    media    research    super    _     Same,   exec   asst   media-research-merchandising 
Ethel    Wieder  Biow,    NY,    timebuyer    Compton,   NY,  timebuyer 

5.    Station  Changes  (reps,  network  affiliation,  power  increases) 

Sven 
Thornblad    (4) 

I 

Jack  Van 
Nostrand   (3) 

Arthur  H. 
W.irnlx     14) 

CFRS,   Simcoc,   Canada,  has  begun   operation 
CHEK-TV,  Victoria,   Canada,  will   begin   operation   in   the  early 

fall 

KFWB.    LA,    has   been    sold    to    Crowell-Collier   subject   to    FCC 

approval 
KILT-TV.    El   Paso,   has  begun   operation 
KLRA,    Little    Rock,    has   been    sold    to    Connie    B.    Cay    subject 

to   FCC   approval 
KOME,  Tulsa,  has  joined  ABC  Radio  net 
KSFO,   San    Fran,   has  been   sold   to   Cene   Autry  and   Robert  0. 

Reynolds  subject  to   FCC   approval 

KTRI,    Sioux    City,    has   appointed    Eve-ett-McKinney    natl    reps 
WCDA,  Albany,  are  new  call  letters  for  WROW-TV 

WCDB,   Hagaman,   NY,  is  the  new  satellite  for  WCDA 
WFBR,   Bait,  will  drop  net  affiliation   in    May   1957 
WFIE.    Evansville,    Ind,    has  been    sold   to   WAVE,    Inc     pending 

FCC  approval 

WCN    AM-TV,    Chi,    has   appointed    Edward    Petry    west    coast sales    reps 

WICE.   Providence,   has  been   sold   to   Providence   Radio   subject 
to    FCC    approval 

WMAL    AM-TV,    Wash,     DC,    announce    the    appointment    of 
H-R  Reps  as  natl  reps 

WOPA  AM-FM,   Oak    Park,    III,   announces   the   appointment   of 
Forjoe   &   Co.    natl   reps 

6.    New  Firms,  New  Offices  (Changes  of  Address) 
Avery-Knodcl,    Dallas,   has   moved   to  Suite   320,    Fidelity   Union 

Life   Bldg.   Telephone:   Prospect  7330 
N     W     Aycr,    NY.    telephone    number    has    been    changd    to    PL 7-5700 

Bartell  Croup.  Atlanta,  announces  the  opening  of  new  regional 
offices  in   the  Georgian  Terrace  Hotel 

Compton.    NY.    has    movd    to    625    Madison    Ave.     Telephone: 
PL   4-1100 

Cottschaldt   &   Assoc.   Coral   Cables,    Fla,    has   moved    to   2505 
Ponce  dc   Leon    Blvd 

Grant,   NY,  has  moved  to  711    3rd  Ave.   Telephone:  OX  7-5800 
H-R  Reps.  San  Fran,  new  telephone  number  is  YU  2-5837 
KOSI,    Denver,    announces    the    opening    of    dowtown    business 

offices   at    1650   California    St.    Telephone:    Keystone    4-8137 
KOVR  TV.   San   Fran,   has  opened   sales  offices  at  3780  W.  6th 

St,   Los  Angeles 

La    Brea    Productions.    LA,   new   film    producing    firm    is   located 
at  915    N.    La   Brea 

Raymond   H.   Love  Adv,   Phila.   has  moved   to   1928  Spruce  St 
The   McCarty  Co,   LA,  has  moved  to  3576  Wilshirc   Blvd    Tele- 

phone   DU   5-4011 
McG.ivern   Quinn,    Chi,    opens   new   offices   at   612    N     Michigan 

Ave 

McGavrrn-Quinn,    NY,   opens  new  offices  at   33   W.   42nd  St 

NTA,    Dallas,    has   opened    a    new    branch    office    in    the    Brown 
&    Day    Bldg.    3123    McKinney    Ave 

Lloyd    Pearson    Assoc,    NY,    a    new    tv    merchandising-marketing 
firm,  is  located  at  420  Madison  Ave.    Telephone:  TE  2-8821 

Peters.    Griffin    &    Woodward,     LA,    has    moved     to     1750     N 

Vine    St.     Telephone:    HO    9-1688 
Peters.    Criffin    &    Woodward,    NY,    new    telephone    number    is 

YU  6-7900 

Radio  TV  Reps.    NY,   new   address  is  7    E.   47th   St 
Radio  &  TV  Sales,   Montreal,   has   moved   to   1543   Crescent   St. 

Telephone:    BE   7042 
St.    Georges   &    Keyes,    Phila,    has   opened   a    new    office    in    the 

Beury   Bldg,    3701    N.    Broad   St 
Frank    B.    Swandon.    NY,    has    moved    to   60    E.    56th    St.     Tele- 

phone:  PL    1-2156 
Trans-Lux.    NY,    has   moved    to   625    Madison    Ave.     Telephone: 

PL    1-3110 
Warwick    &    Legler.    LA,    has   closed    its   branch    office    there 
White  &  Shuford   Adv,   El   Paso,   has  moved   to   1821    Wyoming. 

Telophonc:    3-4484 
W|OB,    Hammond,    Ind.    has    moved    to    new    studios    at    6405 

Olcott    Ave.     Telephone:    Tilden    4-2130 
Lawrence   Wynn  Co.    NY,   new   tv   merchandising-rescarch-sales- 

programing    firm,    is    located    at    405    E.    54th    St 
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A 

will  go 
a  long  way 

these  days  on  WHO  Radio! 

Take  1  to  3  p.  m.  as  an  example  .  •  • 

WHEN  you  dig  out  the  facts,  you  find  that 

early-afternoon  radio  time  is  really  a  bargain 

these  days.  For  example,  consider  what  one 

thin  dime  will  buy  on  WHO  Radio! 

LET'S  LOOK  AT  THE  RECORD   .    .   . 

On  WHO  Radio,  a  1 -minute  spot  between 

1  and  3  p.m.  will  deliver  a  minimum  of 

45,124  actual  listening  homes,  in  Iowa 
alone! 

That's  at  least  95  homes  for  a  dime,  or 
1000  homes  for  $1.05— ALL  LISTENING 
TO  WHO! 

That's  measured,  at-home  listening.  In  addi- 

tion, WHO's  50,000-watt,  Clear  Channel  signal 
is  heard  by  thousands  of  extra,  wwmeasured 
listeners,  both  in  and  outside  Iowa.  There  are 

over  half  a  million  car  radios  in  Iowa  alone — 

as  well  as  thousands  of  bonus  sets  in  "Iowa 

Plus"! 

Let  Peters,  Griffin,  Woodward  give  you  all 

the  proven  facts  on  WHO  Radio. 

(Computations  based  on  projecting  Nielsen 

figures  and  1955  Iowa  Radio  Audience  Survey 

data  against  our  26-time  rate.) 

WHO 
for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc., 

Exclusive  National  Representatives 
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75.3% 
AUDIENCE 
SHARE 

MONDAY  thru  FRIDAY 

"CLUB  1320" with   DAVE    FROH 

2:05  -  5:30  PM 
MONDAY  -  SATURDAY 

THIS  SHOW  IS  8  YEARS  OLD 

FEATURING  THE  TOPS  IN  POPS 
AND    CHATTER     BY    CENTRAL 

MICHIGAN'S   MOST    LISTENED-TO D.J. 

Share  of  Audience 

"CLUB   1320"— 75.3% 
NET.    STA.    B — 15.5% 
NET.    STA.    C— 16.9% 

CALL    • 

VENARD 
RINTOUL 
M.(  n\I\ELL 

'C.    E.    HOOPER 
INC 

1956 

MUSIC     .     NEWS     •    SPORTS 
IN 

Lansing,     Michigan 

Iripiif 
Jitmes  J.  Shapiro 

President 

Simplicity    Pattern   Co.,    New  York 

Among  the  more  unusual  tv  accounts  is  Simplicity  Patterns  Co., 

which,    logically   enough,   moved   into  the  "magazines   on   the   air 
about  a  year  ago   I  through  Grey  Advertising). 

"'This  \ear  we'll  lie  spending  some  Sol  1(1.000  on  Today  and  Home 

alone."  says  Simplicity's  youthful  president,  Jim  Shapiro.  "And  if  tv 
keeps  growing  and  delivering  at  its  present  pace,  we  expert  to  lie 

putting  $1  million  into  it  within  a  year." 
The  biggest  hitch  until  recently,  according  to  Shapiro,  has  been 

the  reluctance  of  "the  magazines  on  the  air"  vehicles  to  recognize 
the  importance  of  regularity   in  the  service  features  they  present. 

"Let's  face  it,  '  he  says.  "Women  who  sew  aren't  slobs.  I  mean, 

they're  the  bus\ .  reliable  women  who  are  both  fashion  and  economy- 
conscious.  The)  like  to  know  that  they  can  tune  in  at  a  particular 

time,  like  turning  to  a  particular  page  in  the  woman's  magazine, 

and  find  certain  tips  and  services  at  that  time." 

And  Shapiro  feels  that  he  knows  the  ways  of  "busy,  alive  women," 
not  onlv  as  the  founder  of  Simplicity  Patterns  (19271,  but  as  the 

husband  and  father  of  such  "sewing  ladies."  (He's  quick  to  point 

out  that  his  daughter  made  the  dress  his  first  grandchild's  wearing 
in  a  picture  which  is  in  his  oflit  e.  i 

"Right  now  were  about  to  start  a  .~>2-week  test  of  tv  bev  ond 

our  network  effort,"  he  told  sponsor.  "We're  trying  some  new 
formats  and  ideas  on  the  Ted  Steele  Show,  \\  OR-T\  .  in  the  toughest 

market  New  ,k  ork  with  the  thought  of  going  network  with  it  if 

il  proves  itself  after  one  year." 
\.s  a  leader  in  (he  pattern  field  (half  the  patterns  sold  in  the  U.S. 

are  made  bj  Simplicity),  Shapiro  expects  fairlv  solid  response  to 

,in  advertising  effort  before  he'll  consider  il  a  success.  Company 
sales  leaped  pasl  the  $15  million  mark  in  1955,  compared  with  $13.5 

million  in  L954.   Shapiro  is  a  t\  enthusiast. 

In  the  company  s  annual  report,  he  mentions  the  firm's  participa- 
tions on  Todai)  and  Home:  "The  fashion  and  sewing  features  al- 

read)  produced  on  these  shows  have  been  favorably  received."  In 
fad    a  write-in  offer  produced  75,000  pieces  of  mail. 

"' \t  this  moment,  one  out  of  five  garments  bought  or  worn  in  the 

I  .S.  i-  made  at  home.'  he  add-.  "We  wouldn't  object  to  increasing 
the  ratio  i"  home-made  products.  *  *  * 
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%iA&  cUt£  ̂  

$0^    ̂ g^ OKLA. 

Advertisers  buy 

f  the  Southwest  Fr 

the  Powerhouse 

TEXAS 
m  Dawn  'til  Midnight 

HANNEL  6 
Dominating  over  100,000  TV  Homes  in  26  Counties 

(Area  Telepulse  —  January-February,  1956)  58  per 

cent  of  Total  Audience  —  Station  "B"  only  14  per  cent. 

SIGNING  ON  with  NETWOR 
Showmanlike  integration  of  local  personalities,  box- 

office  Films,  fuli-time  farm  service  and  aggressive  news 

coverage  with  virtually  the  complete  CBS  schedule. 

the  AIR  daily  for  18  HOURS 
•  Network   Programming   Over  300   Hours   per  Month! 

•  Live  Local  Shows  Designed  for  National  Sale  &  Results! 

•  Top  Film  Shows;  High  Rated  Day  &  Night  Adjacencies 

ARKANSAS 

HERE'S  THE  WEEKLY  DAYTIME 
SCHEDULE  THAT  YOU  CAN  BUY 

INTO  FOR  LOW  COST. ..BIG  RESULTS 
ers,  Jr. 

eatherman 
Will    Rogers,  Jr. 

News 

Capr.  Kangaroo 
Weatherman 

Capr.  Kangaroo 
News 

Garry   Moore  — Video   Varieties 

Arthur    Godfrey  — 
Video    Varieties 

Strike    It    Rich 
Valiant    Lady 

Love    of    Life 

Search    for    Tomorrow 

CBS    News 

Stand    Up    and    Be    Counted 
As    the    World    Turns 

Johnny    Carson 

News   and    Weather 
Farm    Digest 

Big    Payoff Bob   Crosby 

Brighter    Day 

Secret    Storm 

Edge   of    Night 
Afternoon    Show 

Adventure    Theater 

Club    Six 
News 

red;  \  —  Partially  Sponsored) 

Sponso 

100,000  WATTS 
MAXIMUM  POWER 

Walter  M.   Windsor 
General  Manager 

KCMC-TV CHANNEL  6 

TEXARKANA,  TEXAS-ARKANSAS 
Represented   by  Venard,   Rintoul  &  McConnell,   Inc. 

Equipped  to  Telecast Network  Color 

Richard   M.    Peters 

Dir.  Nat'l  Sales  &  Promo. 



First  Los    Angeles    Belden 

550,000  Span- 
shows  that .  . . 

BETWEEN    6   a.m.  -  8   p.m. 

Is   FIRST  in  48  out  of  56 

Los  Angeles  stations. 

PASADENA* LOS  ANGELES 

y       Spun;*/)  Language 
x.  Slatiun  y 

Is  Tied  for  FIRST  PLACE 

Quarter-hour   segments   against    ALL 
in  2  out  of  8  remaining  segments. 

Is  a  strong  SECOND  in  the 

other  6  quarter-hour  segments. 

The  Mexican  -  American  in 
Metropolitan  Los  Angeles 

prefers  to  LISTEN-THINK- 
and  TALK  in  the  Spanish 
language. 

THE   AUDIENCE    IS   BIG! 

Large  enough  for  the  consideration  of 

any  advertiser  this  "City  of  Latins" 
within  the  Metropolitan  Los  Angeles 
area  has  a  population  of  550,000. 

Complete  information — including  audi- 
ence, market  and  product  preferences 

lilable. 

SffEBk* 
PASAOINALOS ANGELES 

V       Spanish  language 
i-'j...    s 

REP:     BROADCAST   TIME    SALES 
I  '.      r   I'ANCl  SCO 

by  Joe  Csida 

Three  reporters  view  the  net  tv  seene 

It  always  gives  me  a  glow  to  have  my  observations  in  these 

pages  confirmed  by  the  most  highly  respected  of  my  col- 
leagues on  other  publications.  I  was  pleased,  therefore,  to  see 

in  Variety  several  issues  ago  that  Frank  Folsom,  president 
of  the  Radio  Corporation  of  America,  had  told  a  reporter 

for  that  showbusiness  paper,  that  RCA  had  no  interest  in 
purchasing  stock  or  any  other  part  of  Ampex  in  any  fashion. 

"Why  should  we  be  interested,"  Folsom  was  quoted  as  say- 

ing, "when  we've  got  our  own  color  tv  tape  recorder  virtually 
ready."  Without  blushing  at  all,  I  admit  that  in  my  first  piece 
on  the  Ampex  device,  immediately  following  its  introduction 

at  the  NARTB  convention,  I  said  RCA  Victor's  answer  to 
Ampex  would  be  to  speed  introduction  of  its  color  tv  tape 
recorder. 

And  Sunday  (June  10)  Jack  Gould  of  the  New  York  Times, 
a  tv  editor  for  whom  I  have  always  had  the  loftiest  regard, 

said  about  NBC  Board  Chairman  Sylvester  "Pat"  Weaver: 

"In  some  ways  the  measure  of  Mr.  Weaver's  contribution 
(in  connection  with  pushing  spectaculars)  always  has  been 

misjudged.  His  idea  was  anything  but  original.  Worthington 

Miner  of  the  pioneering  Studio  One:  Fred  Coe  of  the  Tele- 
vision Playhouse;  Bob  Saudek  of  Omnibus  and  many  others 

far  earlier  voiced  the  fundamentals  of  his  thinking.  But  what 

Mr.  Weaver  did  was  to  place  the  stamp  of  top  managerial 
endorsement  on  truly  adventuresome  tv.  That  was  what 

counted." rI"li is  introductory  reference  to  Variety  and  Mr.  Gould  of 
the  Tunes  \~-  not  just  idle  bow-taking  on  my  part.  Both 

George  Rosen,  Variety's  radio-tv  editor,  and  Jack  beat  me 
into  print  with  a  notion  which  has  been  forming  in  my  own 

mind.  Both  wrote  kecnlv  analytical  pieces  on  a  phase  of  tele- 
vision  which  has  come  up  for  discussion  often  in  the  recent 

past.  Both  are  newspapermen  of  unquestioned  integrity,  and 

you  ma)  be  sure  thai  they  did  their  respective  pieces  inde- 
pendently of  one  another,  and  each  without  knowledge  that 

the  other  was  treating  the  same  subject. 

The  subject  is  the  "spectacular"  or  the  expensive  cultural 
or  "public  service"  show.  And  it  is  a  fascinating  coincidence 
that  both  the  Times  and  /  arietv  should  present  Ley  pieces  on 

it  dining  the  same  week.   George  writes  his  piece  in  the  form 
I  /'lease  tin  n  to  page  30) 
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New  and  Improved  Facilities- 

to  Deliver  the  Goods  Even  Better 
Despite  our  move  to  larger  offices  just  several  years  ago,  meeting  the  mushrooming  re- 

quirements of  station  representation  has  made  this  further  expansion  necessary. 

It's  symbolic  of  what  is  happening  to  the  representation  of  radio  and  television  stations, 
which  is  fast  entering  a  new  era  of  specialized  services.  It  is  as  radically  different  from 

what  it  used  to  be  as  the  industrial  techniques  of  today  are  to  man  working  alone. 

It  is  only  logical  that  the  Petry  Company  pioneered  this  new  era.  We  were  present  at 

the  birth  of  National  Spot  Radio— as  the  first  exclusive  national  station  representative. 

National  Spot  was  chaotic  at  the  time.  The  Petry  Company  pioneered  in  transforming 

the  chaos  into  the  great  medium  National  Spot  Advertising  is  today. 

So,  in  addition  to  welcoming  the  increased  space  and  more  comfortable  working  conditions, 

we  hope  our  move  will  be  another  important  stride  forward  toward  making  National  Spot 

Advertising  even  a  more  powerful  medium  than  it  is  today. 

EDWARD  PETRY  &  CD.,  inc. 
THE  ORIGINAL  STATION  REPRESENTATIVE 

NEW  YORK   •    CHICAGO   •    ATLANTA    •    DETROIT    .    LOS    ANGELES    •    SAN    FRANCISCO    •    ST.    LOUIS 

9  JULY  1956 
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NOT  SEVENTEEN? 

YES...WBRE-TV 
does  have 

a  17  County  Coverage 
To  reach  the  Top  TV  audience  in  Northeastern  Pennsylvania 

there  is  only  one  station  to  buy  ....  that's  WBRE-TV  .... 

which  gives  you  a   Million  Watts  of  Power,  the  highest 

program  ratings,  a  colossal  set  count  of  *31 5,000,  the 

Nation's  24th  market  with  a   population  of  almost 

2,000,000,  33%  more  coverage  than  the  second 

station   and   60   to   400%    more   than   all   the 

other  TV  stations  in  the  market. 

WBRE-TV   is  the  local,  regional  and   Na- 

tional   advertisers'    logical    medium    to 

reach  the  400,000  families  on   N.   E. 

Pennsylvania  with  a  buying  poten- 

tial of  nearly  $2,000,000. 

*  RETMA  Report  ol  April,  1956 

It  is  a  Zoological  tact  that  the  height  ol  a 
Giraile  horn  the  bottom  ol  its  liont  leet  to  the 
top  ol  its  head  has  towered  17  leet  and  more 
.  .  .  the  better  to  reach  the  choice  tender  leaves. 

TV  Channel  28 
WILKES-BARRE,  PA. 

BASIC    BUY   :   National    Representative   :   The    Headley-Reed    Co. 

Counties    Covered:    LUZERNE          LACKAWANNA          LYCOMING  COLUMBIA 
SCHULYKILL             NORTHUMBERLAND             MONROE             PIKE  WAYNE 
WYOMING              SULLIVAN             SUSQUEHANNA            BRADFORD  UNION 

SNYDER  MONTOUR  CARBON 



9    JULY 

THIS  WE 

From  sponsor's 

Vjf 

FIGHT  FOR 

editorial  platform 

"We  fight  for  regular  publication  of  spot  tv  and  radio  expenditures  of  companies 
comparable  to  figures  available  for  all  other  major  media.    We  believe  that  many  advertisers 

will  fail  to  recognize  the  stature  of  the  spot  media  until  spot  spending  comes  out 

in    the   open.     This   can   hurt   advertisers   as  well  as  the  broadcast  industry." 

SPOT  RADIO  DOLLAR  MM 
p     For  the  first  time,  industry  sees  totals  on  spot  radio  expenditures; 

SUA  shows  854  million  billing  in  first  5  months  of  '56,  up  17.8% 

^     This  brings  dollar  figures  for  individual  advertisers  one  step  closer. 

Next  move  may  come  from  Sit  \  or  BC  A 15.  which  has  been  mulling  problem 

^^adio  history  is  being  made  this 
week.  For  the  first  time  in  three  dec- 

ades of  spot  radio  advertising  the  in- 

dustry has  total  advertiser  expendi- 
tures— the  first  step  in  profiling  the 

dollar   dimensions  of  spot  radio. 

The  group  which  <  racked  the  na- 
tional spot  sound  barrier  is  the  Station 

Representatives  Association  and  its  14 

member  firms.  SRA's  first  report 
show-: 

1.  National  spot  radio  business  in 
the  first  five  months  of  this  year  is 

17.8','  higher  than  billings  for  the 
same  period  in   1955. 

2.  Total  gross  national  spot  busi- 
ness this  year,  January  through  May, 

is  $54,258,000,  compared  with  the 
$46,071,000  invested  by  advertisers  in 

the  medium  during  the  same  period 

last  year.     I  The  figures  encompass  re- 

9  JULY   1936 

gional  as  well  as  national  spot  radio activity.) 

Every  month  this  year  is  ahead  of 
billing  figures  for  the  comparable 
month  in  1955.  And  the  gains  were 

markedly  high  in  every  month  except 

April.  January  was  ahead  of  last  year 
b\  19.1%;  February,  by  24.1%; 

March,  by  14.9%;  April,  4.27o;  May, 

27.5%.  (These  billing  gains  confirm 

sponsor's  recent  report  on  upward 
buying  trends  in  spot  in  an  article  titled 

"Spot  tv.  radio  are  soaring,'  28  Mas 1956.) 

■  SRA's  totals  are  projections  calcu- 
lated by  the  accounting  firm  of  Price 

Waterhouse  &  Co.  (see  sponsor,  28 

May  1956)  and  based  on  reports  from 
stations  represented  by  SRA  members. 
The  association  will  continue  to  re- 

lease  total    national    spot    billing    each 

month,  with  the  comparable  figure  for 

the  previous  year  to  indicate  change. 

SRA  anticipates  about  a  one-month 

time  lag  between  reporting  and  publi- 
cation, with  June  billing,  for  example, 

ready  for  release  late  in  July. 
It  took  four  years  for  SRA  to  make 

this  first  report  on  spot  spending.  Just 

how  long  it  will  be  before  SRA  or 

other  groups  devise  a  \\a\  to  get  dol- 

lar spending  b)  individual  advertis- 
ers i>  uncertain   'a-  outlined  later). 

In  announcing  the  new  spol  figures, 

\dam  i  oung  Jr..  president  of  SR  \  and 
of  the  representative  firm  bearing  his 
name,  and  Lawrence  Webb,  man  a 

director  of  SR  \.  said:  "We  are  high- 
l\  -ratified  that  our  efforts  to  furnish 

agencies  and  advertisers  \\iili  a  cur- 
rent picture  of  spot  radio  have  borne 

fruit.     It    is    reassurimr    to    note    the 
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SPOT    RADIO    DOLLAR    FIGURES    (Continued) 

splendid  movers  til  spot  radio  after 

two  years  of  decline. 

"Tin-  resurgence  lias  been  in  effei  I 
now  for  eight  month-,  so  that  radio 
again  is  moving  toward  it>  proper 
place  in  the  media  spectrum. 

The  finalizing  of  Nl!  \  -  initial  re- 
port to  the  radio  and  advertising  in- 

dustries has  mam  long-range  effects. 

For  one  thing,  it  culminates  the  aspira- 
tions and  the  work  of  many  people 

who  have  labored  during  the  past  20 

years  to  make  such  media  information 
available  on   spot   radio. 

The  move  also  round.-  out  buying 
in  both  the  national  spot  media,  radio 
and   television. 

Television  Bureau  of  Advertising  in 

\pril  released  similar  spot  figures  t<> 
the  television  industrj  for  the  first 
time  (see  sponsor,  H>  April  1956). 

WW-  figures  go  much  farther  in  that 
the)  give  dollar  figures  In  advertisers 
and  b\  products.  But  both  the  SR  A 

and  the  TvB  statistics  point  to  the 

same  goal:  a  broadening  of  radio  and 
tv  information  which  will  benefit  the 

broadcast  industry,  advertising  agen- 
'  ies,  client  companies  and  stations. 
Both  SI!  \  and  TvB  believe,  as  does 

SPONSOR,  that  radio  and  television — 

and  national  spot  in  particular — will 
benefit  from  an  appraisal  of  what  buy- 

im-  .ire  spending.  A  plank  in  sponsor's 
editorial  platform  puts  it  this  v\a\  : 

'  \\  e  fight  for  regular  publication  of 
spot  tv  and  radio  expenditures  of  com- 

panies comparable  to  figures  available 

Eoi  all  other  major  media.  We  be- 
lieve  that  mam  advertisers  \\ill  fail  to 

recognize  the  stature  of  the  spot  media 
until  spot  spending  comes  out  in  the 

open.  This  can  hurt  advertisers  as  well 

as    the    broadcast    industry. "' 
It's  advertisers  who  have  made  the 

loudest  demands  for  figures  of  this 

kind.  They  have  long  been  able  to 
get  detailed  information  readily  enough 
for  every  major  medium  except  spot 
radio  and  television. 

From  Publishers  Information  Bu- 

reau,  they  find  out  what  competitors 

are  buying  in  network  television,  mag- 

azines, newspaper  supplements — and. 
until  late  last  year,  network  radio. 

From  the  Bureau  of  Advertising's 
Media  Records,  advertisers  can  get  ex- 

act lineage  purchased  in  newspapers 

and  newspaper  supplements.  And  N.  C. 
Rorahaugh.  in  his  Rorabaugh  Reports. 

provides  market-by-market  tv  data. 
Until  this  spring,  there  were  two 

large,  gaping  holes  in  any  reconstruc- 
tion of  media  buying.  Those  holes 

were  spot   radio   and   spot   tv. 
Advertisers  had  no  clear-cut  source 

for  national  spot  radio  and  tv  expendi- 

tures. That's  why  they  have  developed 
elaborate,  costly  and  elephantine  meth- 

ods to  get  the  information  they  want. 

Agencies  for  years  have  questioned 

individual  stations  and  station  repre- 
sentative firms  as  to  what  competitive 

products  are  buying.  Client  compa- 
nies send  out  formal  questionnaires  in 

mass  mailings  to  stations,  requesting 

details    on   competitors'    schedules. 
Now,  thanks  to  TvB  and  SRA.  cli- 

ents and  agencies  will  be  able  to  get 

accurate,  authoritative,  all-industry 
information. 

The  information  is  still  incomplete, 

however.  This  is  particularly  true  of 
the  spot  radio  summary. 

Why  are  radio  figures  less  detailed 

and  revealing  than  television's? 
For  one  simple  reason.  There  are 

more  than  2.800  radio  stations  on  the 

air,  only  476  tv  stations.  The  sheer 
number  of  radio  stations  means  any 

kind  of  station  collecting  job  would  be 
monumental. 

There's  another  reason  why  data  is 
easier  to  come  by.  It  stems  from  this 

first  one.  TvB  had  a  ready-made 
source  of  data  from  which  to  draw, 

the  Rorabaugh  Reports.  Rorabaugh, 

who  sold  his  radio  reports  four  years 

ago.  started  off  early  in  the  tv  picture 

SPOT  RADIO  BILLINGS  FIRST  5  MONTHS  '55  vs  '56 
JANUARY FEBRUARY MARCH APRIL MAY 

iN.U 

First  5  months '55  vs. '56 TOTALS 

1955  $46,071,000 

1956  $54,258,000 

Gain    17.8% 

1955    1956       1955    1956       1955    1956       1955    1956       1955    1956 

Last  7  months  '55 TOTAL 

1955    $67,995,000 

Full  year  TOTAL 

1955    $114,066,000 
FIGURES  IN  MILLIONS  (000) 



in   lining   up   cooperative   tv   stations. 

He  now  reports  on  national  spot  ac- 
tivity at  some  250  tv  stations,  and 

these  are  the  country's  most  important. 
The  stations  account  for  about  $9  in 

every  $10  spent  by  a  national  spot 
advertiser  and  reach  more  than  9.V  < 

of  all  tv  homes.  Rorabaugh,  in  report- 
ing on  buying  activity  of  about  4,000 

products,  has  a  sample  considered 

completely  reflective  of  national  buy- 

ing patterns. 
The  job  Rorabaugh  did  for  TvB  is 

one  of  transposition.  It  takes  the  indi- 

vidual company's  purchases,  show  by 
show,  announcement  by  announce- 

ment, estimates  the  cost  in  gross  terms, 

adds  projections  where  needed  and 

comes  up  with  an  all-industry   figure. 

The  problem  of  the  Station  Repre- 
sentatives Association  is  infinitely 

more  complex.  It  found  out  just  how 

complex  in  1952,  when  it  launched 
its  first  discussions.  SRA  wanted  to 

know  (1)  whether  the  collection  of 

spot  radio  data  could  be  done  and  (2) 

what  the  methodology  should  —  and 

could  — be.  There  were  many  possi- 
ble methods  of  getting  dollar  expendi- 

tures by  advertiser  and  product,  but 
many  of  them  were  not  feasible. 

Radio  has  no  such  comprehensive 

buying  measurements  as  are  compiled 

by  Rorabaugh.  Some  limited  data  is 
available  from  the  Spot  Radio  Report 

published  by  Executives  Radio-Tv 
Service.  It  was  established  by  Roia- 
baugh,  and  sold  four  years  ago  to 
James  M.  Boerst. 

Boerst  has  detailed  buying  data  in 

his  report,  but  he  onl)  encompasses 

some  70  agencies  and  about  300  prod- 

ucts. Unlike  Rorabaugh,  he  gets  in- 
formation from  advertising  agencies 

rather  than  from  stations.  He's  been 
fighting  for  four  years  to  get  advertis- 

ing agencies  and  advertisers  to  coop- 
erate with  him.  He  wants  them  to  re- 
lease their  figures  as  they  buy,  so  the 

final  report  will  be  indisputably  au- 
thoritative and  complete. 

It's  understood  that  the  Association 
of  National  Advertisers  is  readying  a 

query  on  the  matter  of  media  buying 
for  release  to  its  membership.  The 

question  reportedly  is  whether  nation- 
al advertisers  would  favor  or  reject 

publication  of  their  media  expendi- 
tures. 

Obviously  if  advertisers  went  along 

with  the  idea  of  releasing  the  figures, 

there'd  be  no  further  block  from  ad- 
vertising agencies.  Collection  of  the 

figures  at  the  source,  either  within  the 

client  company  or  within  its  advertis- 
ing agency,  would  have  the  advantage 

Spot  radio  spending  formula  is  effort  ol 

Win.  Kewer,  1,  Price  Waterhou»<-:  Laurence 
W  ebb,  nig.  dir.,  SRA;  Adam  Young,  SKA  pres. 

of  being  complete,  fast  and  economical. 
Gathering  such  buying  figures  from 

the  stations  thus  far  has  been  a  frus- 
trated hope.  Many  stations  adopt  the 

attitude  that  if  it's  the  advertisers  who 

are  most  in  need  of  such  data,  it's  the 
advertisers  who  should  collect  or  pa) 

for  such  a  compilation.  Other  stations 
believe  they  would  be  revealing  too 
much  of  their  own  business. 

(Please  turn  to  jMge  77) 
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noil  to  ml 
I.  PLANS 

I 

|  Both  parties  are  relying  heavily  on  tv  in  fortheotniny  Presidential 

I   election.      Air  media  strategy  is  on  drawinyhoards  note 

M  he  t\  I.D.  has  replaced  kissing 

babies,"  one  advertising  pundit  said 

recently.     He's  probably  right. 
In  the  1052  election  more  than  $100 

million  poured  out  ol  party  coffers  for 

campaigning  and  an  estimated  70' <  of 
this  sum  went  into  air  media.  This 

year,  the  two  major  parties  exp 

put  a  minimum  of  $2  million  each  (or 

of  their  total  permissible  national 

expendiutre)  into  air  media,  the  hulk 
of  this  sum  into  t\.  The  $2  million 

avowed  tv  expenditure  does  not,  of 

course,  take  into  account  the  spending 

ill  such  sizabl)  endowed  groups  as 

Citizens  for  Eisenhower,  for  example. 

It  merel)  pinpoints  national  media 

spending  h\  each  ol  the  two  National 

Committees.  \ml  it's  no  secret  that 
Loth  parties  will  lean  more  heavil) 

than  before  on  the  ver)  spot  tv  and 

radio  techniques  some  Democrats  criti- 

cized in   1952   (see  pane  opposite). 

"Except  for  the  major  speeches,  we 

want  to  get  away  from  the  half-hour 

or  hour-long  presentation  which  will 

not  hold  many  people,"  said  Lou  Guy- 
lay,  Republican  National  Committee 

public   relations  director. 

'"Minutes  and  20"s  will  play  an  im- 

portant role,"  says  Walter  Craig,  radio- 
l\  v.j).  ni  \oiman.  (Tarn  \  kummel. 

agency  for  the  Democratic  National 
(  niimiittee. 

To  analyze  approaches  used  in  sell- 
ing candidates  on  the  air.  sponsor  in- 

terviewed top  admen  who  contributed 

to  the  1952  Presidential  campaigns: 

\\  ashington  headquarters  of  the  two 

major  political  parties;  agenc)  execu- 

tives working  on  the  current  cam- 

paigns. These  are  plans  now  underway: 
Democratic  A  a  t  i  O  n  a  I  Corn  mi  I  Ice 

(through  Norman,  Craig  &  Kummel)  : 

Both  agencies,  the  one  for  the  Demo- 
■  rats  and  the  one  for  the  Republicans, 

were  picked  much  earlier  this  election 

year  than  during  the  last  one.  Norman 

B.  Norman,  NC&K's  executive  v.p.,  im- 
mediately went  to  work  building  up  a 

stall  for  the  Democratic  account  last 

March.  "Chet  ller/og  i<  the  account 
executive,  reporting  to  Norman.  Walter 

Craig,  radio-tv  v.p.,  masterminds  the 
production  of  tv  and  radio  programing 

and  announcements  to  be  used  by  the 
candidates. 

When  the  agencv  was  appointed  to 

handle  the  campaign.  Norman  also 
went  to  see  an  old  friend  of  his  from 

Biow  da\s.  Reggie  Schuebel.  who's  now 
media  v.p.,  heading  up  all  the  time- 
buying  for  the  Democratic  party. 
Norman  recalls  the  instructions  he 

got  at  the  time  of  the  agency's  appoint- 
ment, from  Paul  Butler,  Democratic 

National  Committee  chairman:  u\  ou're 
hired  ha-ii  ally  as  te<  hnicians. 

I  Please  turn  to  page  74) 

Spot   i>   was  important   1932  factor:    President    Eisenhower  relied 
heavily  on  film  announcements  bunched  into  last  pre-Election   Da} 

weeks  to  saturate  country.    This  year  both  parties,  their  agencies  are 
stressing   ~pi>t    tv  as   means  to   maximize   exposure   for   candidates 



Coining  next   Issue:      tips  on   how  candidates 

can  do  most  efiective  job  on  air 

II.  PHILOSOPHY 
I 
Do  Republicans  sell  candidates  like  toothpaste?      That's 

I    charge  Democrats  hurl.     Here  are  opposinti  views 
I 

Democrat 

Lloyd    G.    Whitcbrook 

v.p.,    Kastor,    Farrell,    Chesley 

&   Clifford,    headed    New   York 

office   of  Joseph   Katz   Co.   in 

1952    Democratic    party   campaign 

In  some  ways  the  Republicans  tried  to  sell  their  1952 
Presidential  candidate  like  a  tube  of  toothpaste,  and  to 

all  indications,  they'll  be  using  tv  in  a  similar  way  to  sell their  1956  candidate. 

I  don't  believe  that  this  approach  necessarily  abides 
by  the  rules  of  good  conscience  and  is  in  the  best  in- 

terests of  the  public.  The  advertising  agency  might  con- 
fine its  functions  to  timebuying  and  to  counseling  on 

technical  advice  and  presentation  methods  on  the  use 

of  the  medium.  We  have  found  our  opponents  often  at- 
tempting to  wrap  their  candidate  in  a  polyethylene  box, 

then  mark  him  as  the  giant  economy  size  and  place  him 
on  the  market  with  a  great  deal  of  hoopla  and  fanfare. 

We  know  from  motivational  research  that  emotionalism 

sells.  What's  more,  we  know  from  actual  fact  that  the 

Nixon  tv  'soap  opera'  presentation  in  1952  had  tremend- 
ous emotional  impact  but  tended  to  cloud  the  real  issues 

that  brought  about  his  need  to  explain  himself.  As  a 
matter  of  fact,  the  Vice  President  himself  in  a  recent 

speech  before  the  Radio  and  Television  Executives  Club 
in  New  York  let  it  out  that  he  had  purposely  postponed 
his  broadcast  24  hours  in  order  to  heighten  interest.  Good 
showmanship,  yes;   but  is  it  good  conscience? 

With  the  financial  power,  in  terms  of  'sell'  projected 
over  a  52-week  period,  all  the  candidates  from  both 
political  parties  will  be  spending  at  a  rate  in  excess  of 

$100  million  on  tv  in  1956.  And  there's  nothing  you 
can't  sell  with  a  multi-million  tv  budget  particularly  when 
you  have  a  four-year  lapse. 

But  political  candidates  should  not  be  sold  on  tv,  and 
not  prepared  for  the  sell  by  agencies.  Actually,  the 

strongest  kind  of  advertising  and  that  to  which  substan- 
tial admen  adhere  is  one  based  on  selling  with  the  facts, 

particularly  when  those  facts  can  justify  a  position  by 

themselves  without  any  sugar-coating.  If  the  candidate's 
and  his  party's  actions  and  policy  can  stand  up  under  the 
hot  glare  of  kleig  lights,  then  the  best  interests  of  the 

nation  will  be  served.  But  if  issues  must  be  'fudged  up' 
and  position  'weasel-worded'  then  surely  some  of  the 
slickest  agency  techniques  would  have  to  be  employed 
and  very  often,  have  been. 

Tv  should  be  used  to  introduce  candidates  to  the  public 
and  communicate  issues.  *  •  • 

Republican 
Rosser   Reeves 

chairman    of    the    board    of    Ted 

Bates   Co.    was    responsible   for 

Eisenhower    "blitz"    tv    spot 

campaign,    wrote    announcements 

In  the  last  election  it  was  said  that  the  Republicans 
were  trying  to  sell  Mr.  Eisenhower  like  toothpaste.  I  his, 

however,  is  confusing  copy  with  media.  Because  a  tooth- 
paste uses  a  15-second  or  one-minute  announcement  and 

because  the  President  uses  it,  some  people  draw  the  in- 
ference that  one  is  being  merchandised  like  the  other. 

This  is  as  fallacious  as  to  say  two  people  are  identical 
because  they  both  ride  in  Fords. 

There  were  also  those  in  the  last  election  who  consid- 
ered the  length  of  the  announcements  a  symptom  of 

'huckster'  tactics.  I  asked  one  of  them:  "If  the  President 
buys  one  hour  on  network,  and  makes  a  full  scale  speech, 

do  you  consider  this  huckster  tactics?" "No." 

"If  he  makes  a  40-second  speech,  is  it  huckstering?" ifcTVT        55 INo. 

"Then,  why  should  it  be  when  it's  a  20-second?" 
Our  agency  is  the  largest  spot  radio  agency.  An 

analysis  we've  made  of  all  media  for  our  clients  shows 
that  spot  radio,  where  it  can  be  used  effectively,  pro- 

duces more  listeners  for  less  money  than  any  other  medi- 
um. Obviously  then,  a  wise  use  of  spot  radio  by  the 

Presidential  candidate  seems  indicated.  I  prefer  to  be- 
lieve that  it  is  an  inherent  part  of  the  democratic  system 

to  let  as  many  people  as  possible  know  the  candidate.  If 
however  the  candidate  were  to  dissipate  all  his  money  on 

one-hour  speeches  it's  easy  to  show  that  from  the  point 
of  view  of  penetration  as  well  as  money  mechanics,  he 

couldn't  get  his  message  over  to  as  many  people  as  he  can 
using  a  spot  technique. 

And  as  for  the  accusation  of  sloganeering,  politicians, 
without  knowing  it,  have  been  using  announcements  and 

I.D.'s  for  time  immemorial.  I  defy  anyone  to  tell  me 
what  else  Roosevelt  said  when  he  said,  "I  see  one-third 

of  the  people  ill-fed,  ill-clothed  and  ill-housed."  Or.  "I 
promise  you  again  and  again  and  again,  \our  sons  will 

not  fight  in  foreign  wars." These  are  statements  of  belief,  political  philosophy  or 

political  intent.  If  anyone  yells  'toothpaste'  just  because 
they're  short,  they're  in  essence  pleading  for  redundant  \. 
When  I  wrote  the  Eisenhower  announcements,  not  one 

line  of  copvwriting  was  involved.  I  took  Mr.  Eisen- 

hower's speeches  and  eul  them.  *  *  * 

9  JULY  1956 
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FACTS  ABOUT  FALL  FACTS  BASICS  1956 

Issue  follows  suit  but  sets  a  precedent:  The  nearly-300  page  Fall  Facts  Basics  is  a  self-contained 

publication  for  tlu-  first  time  in  a  decade  of  Fall  Fails  Basics.  But  tin-  purpose  of  Fall  Facts  remains 
tin-  same:  In  give  admen  a  rundown  on  everj  trend  ol  importance  for  making  most  elTecthe  use  of 
the  air  media.  Biggei  stress  than  evei  ilii-  year  has  been  given  to  the  Basics  sections — chart-and-data 
reports  on  Television,  film.  Radio.  Radio  Basics,  for  example,  has  22  full  pages  of  charts  and  is  al- 

most 7n',    larger  than  any   previous  Basics  section.     Highlights   from   FFB  appear  below. 

Illlllllllllllllllllllllllllll  i   IIIIIIIIUIIIIIIIII  llllllllllllllllllinl 

Trends  to  watch  for  fall 
From  I  he  pag<ks  ol   SPONSOR'S   IO1I1  annual  Fall  Facts  Basics,  here  are 

developments  von  must  know  about  to  keep  posted  during  months  ahead 

Trends  foi  fall  belou  are  l>riej  high- 

lights from  SPONSOR'j  IU//i  annual  Fall 
Facts  liasirs.  They  are  arranged  un- 

der in  r  classifications:  spot  tv,  net  tv, 

film,  spot  kkI  10,  network   radio. 

Spot    television 

•  4dvertisers    an-    signing    I" 
contracts.     I n<  reasingl)   majoi  spol  i\ 

Bpenders   bu)    <>n   a   52-week    basis   to 
hold    hard-to-gel    nighttime    t\     fran 
1  hisea. 

•  There's  a  sharp  increase  in  20- 
second  announcements  this  jail.  (  lients 

ordering  minute  announcements  more 

and  more  do  so  with  an  eye  to  lifting 
20-second  announcements  out  of  them. 

l.D.'s,  too,  continue  to  rise  in  accept- 
.111.  e  a^  (lients  seek  to  work  around  the 

shortage  of  minute  availabilities  that 

now  prevails  in  spot  television. 
•  Close  liaison  with  sellers  is  be- 

coming an  art.  Some  clients  notifj  sta- 
tions  and  reps  months  in  ad\ ance  of  a 

<  ampaign  breaking  to  prepare  the  «.» 
for  getting  the  time  slots  the)  want. 

More  buj  er9  are  traveling  to  \  i-it  sta- 
tions and  settle  clearance  problems, 

sometimes  rinding  thai  there  are  peri- 
ods -i\ ailable  as     I  as  the  ones  the) 

hoped  f"i   and  sometimes  even  better. 

•  /  .■>/>(///  in  daytime  Inning  is  con- 
sidered imminent.  Media  men  point  to 

expansion  of  network  daytime  pro- 
graming and  tightness  of  time  at  night 

as  prime  factors. 

Network   television 

•  There  are  plenty  of  program 

changes  l<m  no  new  concepts.  The  sea- 
son is  starting  out  as  a  period  of  con- 

solidation   on    previously    established 
program  foundations.  One  major  trend 
is  toward  more  costume  drama.  In 

:  ■  >  - 1  h  ■  1  a  I  comedy  has  the  highest  cas- 

ualt)    rate  among  show  t\pes  this  \ear. 
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•  There  are  more  available  pro- 

grams this  year  than  last.  Networks 

have  been  late  setting  program  sched- 
ules and  at  presstime  each  of  the  net- 

works had  slots  still  open  for  sponsor- 

ship in  prime  time  though  many  con- 
tracts are  set  pending  final  decisions. 

•  ABC  is  coming  up  fast.  If  billings 
continue  at  rate  of  first  half  of  year, 

network  may  show  50%  gain  for  1950. 
Network  has  gone  from  10  sponsored 
hours  weekly  in  January  1953  to  37 
hours  and  30  minutes  in  1950.  One 

\>\<i  beachhead  for  ABC  next  season: 

the  11:30  to  12:30  morning  block.  At 
the  other  end  of  daytime,  its  Mickey 
Mouse  Club  will  now  be  unopposed  by 

children's  programing  from  other  net- 
works, reflecting  its  moppet  supremacy. 

Film 

•  Nothing  radical  is  expected  from 

Washington.  The  new  FCC  proposals 
on  the  allocations  front  will  not  result 

in  a  rapid  addition  of  new  stations. 
Deintermixture  of  vhf  and  uhf  stations 

is  proposed  for  some  15  problem  areas 
and  a  plan  is  advanced  for  eventual 
shifting  of  all  television  to  the  uhf 

band.  This  is  a  long-range  plan,  how- 
ever, with  the  probability  of  a  decade 

intervenring  to  allow  for  obsolescence 
of  vhf  sets.  Congressional  probes  will 

probably  leave  network  operations  un- 
affected. 

•  There's  rise  in  costume  drama 
film  program  type  for  syndication, 
paralleling  similar  trend  in  network 

programing.  Daytime  stripping  of  film 
shows  is  growing  practice  (technique 
which  NBC  borrowed  successfully  in 

afternoon  slotting  of  /  Married  Joan 
reruns  starting  this  spring).  Westerns 

continue  popular,  however  varied  de- 
mands of  film  distribution  business  are 

resulting  in  wide  variety  of  show  types 

being  planned. 
•  Film  networks  may  be  on.  rise. 

First  sale  by  the  Vitapix-Hal  Roach 
combination  bodes  well  for  more  pre- 
cleared  sales  of  film  programs  to  na- 

tional and  regional  advertisers.  Na- 
tional Telefilm  Associates  has  an- 

nounced a  film  network  which,  it  is 

understood.  includes  option  time. 
About  50  affiliates  are  understood  to 

he  siimed  up  Id!    new   net. 

•  Clients  (ire  ordering  more  color 
commercials.  Trend  is  noticeable  not 

only  in  90-second  and  two-minute 
commercials  destined  for  spectaculars 
but  for  spot  schedules  as  well.  Rough 
estimate  is  that  20%  of  commercials 

will    be    shot    in    color    next    season, 

though  color  can  add  15  to  35%  to 

<ii>t  of  filming  a  commercial,  depend- 
ing on  type. 

•  Animation  uses  are  more  varied 

this  year.  Not  only  is  there  a  greater 
variation  in  animation  techniques,  but 
also  more  combination  of  animation 

with  live  action  or  demonstration  hard- 
sell. Clients  are  intent  on  bucking 

competition  by  making  their  commer- 
cial lead-ins  more  entertaining  by 

means  of  cartoon  feature  stories. 

Spot  radio 

•  Spot  radio  business  is  way  up  in 

general.  Spot  is  attracting  brand  new 
accounts,  returnees  and  renewals  at  a 

fast  clip.  There's  growing  feeling  spot 
radio  can  be  used  to  capture  basic  mar- 

keting objectives  as  well  as  provide  a 

booster.  Gains  aren't  uniform,  how- ever. Small  markets  for  one  find  it 

harder  to  attract  clients. 

•  Advertisers  are  signing  for  long- 

er schedules.  There's  a  considerable 
increase  in  52-week  contracts  without 

any  turning  away  from  saturation  fre- 
quencies. The  in-and-out  approach  is 

becoming  less  popular  with  advertisers 
more  interested  in  maintaining  steady 

pressure. 
•  There's  still  a  rush  for  early- 

rnorning  availabilities.  One  reason  for 

signing  longer  contracts,  frequently,  is 

to  nail  down  the  most-sought-after 

morning  periods.  But  there's  growing 
buyer  interest  in  other  daytime  peri- 

ods. In  general,  the  attitude  of  clients 
toward  spot  radio  has  been  shown  to 

be  increasingly  positive  over  the  past 

year. 
•  Radio  copy  is  more  sparkling. 

\\  hich  comes  first,  the  chicken  or  the 

egg?  Underlying  reason  for  upbeat 
in  use  of  spot  radio  may  be  fact  main 

clients  have  been  bringing  the  commer- 

cial techniques  up  to  date,  getting  more 
out  of  their  campaigns.  More  clients 

are  going  into  commercials  with  pro- 

duction values.  There's  stress  on  jin- 
gles, music,  sound  effects,  creating 

"on-the-air"  logos  for  instant  client 
identification  and  product  remem- 
brance. 

•  Business  looks  good.  There's  more 
activity  than  in  any  recent  year.  A  big 
factor:  There  are  a  lot  of  new  clients 

moving  into  network  radio  for  the  first 

time.  Equally  important:  Blue-chip  ac- 
counts which  still  form  the  backbone 

of  network  radio  are  renewing  and 
adding  schedules. 

Network    radio 

•  No  program  concept  innovations 

are  planned.  The  conventional  pro- 
gram lengths  remain  basic  at  ABC. 

CBS  and  Mutual.  NBC,  which  intro- 
duced two  new  continuous  program 

concepts  last  season  in  Monitor  and 
//  ecl.dtn .  will  retain  Monitor  and 

probably  drop  Weekday.  Convention- 
al program  lengths  will  probably  go 

back  into  the  hours  now  occupied  by Weekday. 

•  Frequency  buying  is  accentuated. 

Though  there's  plenty  of  provision  for 
the  client  who  wants  single-show  iden- 

tity, the  big  trend  is  to  use  multiple 
insertions  in  a  variety  of  program  po- 

sitions. Advertisers  can  increase  their 

cumulative  audience  to  high  percent- 
ages of  U.  S.  homes  by  spreading  their 

messages  which  explains  the  interest  in 
the  technique. 

•  Network  radio  is  being  used  for 

more  purposes.  The  advertiser  who 
wants  to  blanket  a  single  region  of  the 

country  in  order  to  introduce  a  new 
product  or  stimulate  lagging  sales  can 
do  so  on  all  four  networks.  Other 

flexibility  provisions  include  short-term 
contracts. 
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How  to  get  extra  copies  of  Fall  Facts  Basics 

Fall   Facts   Basics  copies:     All    SPONSOR    subscribers    recer   pies    of 
Fall  Facts  Basics  (as  part  two  of  this  issue).  Additional  copies  of  Fall 
Facts  Basics  are  available  on  request  at  $1.00  each.  Order  copies 
from  Sponsor  Services  Tnc.  at  40  E.  49th  St.,   New    York   16,   New    York 

Fall   Facts   Basics   reprints:      The   Television,    Film   and    Radio    Basics 
section    of    Fall    Facts    Basics    will    be    reprinted.      Additional    features, 
such  as  Timebuying   Basics,  ma)    be  reprinted   on    request.     Prii 
pends  on  quantity  ordered.    Single  copies  ol  Tv  and  Radio  Basic-:  300 
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Orkin    Exterminating    story  board:    Otto  the  Orkin  Man  (see  first  panel)   chases  bugs  in  animated  dramatizations  and   always  wins.     Tv  trl 

So  yon  think  there  are  bugs  in  yoi 
You   haven't   really  had  problems  until  you   start   selling   exterminating. 

Itui  Orkin  of  Atlanta  did  so  well  on  tv — sales  have  doubled  in  five  years 

%P  n  a  dark,  humid  night  in  1906,  a 

man  who  had  duhhed  himself  "Otto 

Orkin.  Create)}  <>f  Sanitation."  sat  in  a 
dirt)  warehouse  in  Richmond,  Va.  He 

was  watching  the  objects  of  his  cur- 
rent business  devotion:  rats. 

<»rkin  hid  in  a  l»ox  in  which  he  had 

cut  peekholes.  Beside  him  was  a  shot- 
gun, double-barreled  variety.  Vs  the 

"(  reator  of  Sanitation,"  lie  was  testing 

Two  Oii<>-:  I   <j<  i  Pr<  -.  Otto  Ork- 
in   loaned    his    name   to   iv    fur   car- 

animated 

poison  and  traps  which  he  had  devel- 
oped to  rid  the  world  of  its  biggest 

four-footed  pest. 

After  a  long  vigil  during  which  the 

rats  snubbed  both  poisoned  food  and 

traps.  Orkin  derided  to  take  matters — 

and  the  shotgun  into  his  own  hands. 
He  fired  two  blasts  from  the  gun  and 

was  suddenly  immersed  in  a  cloud  of 

I  hM  liii  a  i. it.  all  right,  Hut  he'd 
also  hit   a  gas  main. 

As  the  Orkin  Exterminating  Co.  of 

Vtlanta,  <  Ja.,  explains  it,  thus  was  the 
shotgun  abandoned  as  an  implement  of 

professional  pest  <  onti  ol. 

Otto  Orkin-  earl)  experiences  have 
a  certain  resemblance  to  the  dei  i  ing-do 

which  i-  to  be  seen  toda)  in  the  I  'i  km 

compan)  -  commercials  on  l"l  tele- 
vision stations  in  lot*  cities  and  24 

states.  \  ■  n  toon  character  .ailed  ( >  1 1  *  ► 

the  '  'ikin  Man  is  the  pel  sonification  of 

the  compan)  -  nt\  ei  ending  i  i  usade 
nsl  ins©  t  and  animal  pests.      \n<l 

Otto,  as  the  story  board  above  shows, 

pursues  pests  with  all  the  enthusiasm 
his  namesake  manifested  that  night  in 
the  Richmond  warehouse. 

Orkin  Exterminating  used  tv  adver- 
tising for  the  first  time  in  1950,  buy- 

in-  a  limited  announcement  schedule 
on  \\  SB-TV  Vtlanta.  Otto  the  Orkin 

Man  was  an  instant  hit.  and  he's  been 
star  of  Orkin  advertising  ever  since. 

ill-media  coordination:  Billboard,  print, 
phone  directories,  pick  up  tv  logo  of  Otto 
for  identification 

Wotch  for  me  on  TV  / 
OTTO 
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^pray  gun),  Legs  (roach),  Rags   (rat),  is  very  popular  with  kids.    Each  commercial  ends  with  "Popeye  the  Sailor"  jingle  and  deluge  of  phone  calls 

That  first  tv  venture  preluded  ex- 
pansion  in  all   directions. 

•  Orkin's  annual  sales  have  more 
than  doubled  in  the  five  years,  from 
about  $6  million  to  $15  million. 

•  Its  advertising  budget  has  multi- 
plied five  times. 

•  The  tv  appropriation  is  nearing 
the  $300,000  mark. 

•  There  are  branch  service  offices  in 

350  areas  in  28  states  (and  in  the  Dis- 
trict of  Columbia  and  Cuba). 

Orkin  bills  itself  as  the  world's 
largest  pest  control  operation.  Its  ser- 

vice and  sales  activities  are  about 

equally  divided  between  termite  con- 

trol and  all-other-pest  control. 

How  do  you  go  about  advertising  in 

public  a  subject  which  usually  isn't 
even  brought  up  in  private? 

Leon  R.  Robbins,  advertising  man- 
ager of  Orkin,  answers: 

"One  would  think  that  getting  a 
housewife  to  admit  that  she  uses  the 

services  of  an  exterminator  is  just  as 
difficult  as  getting  her  to  admit  she 

wears  a  deceiving  device  widely  used 
to  improve  the  female  figure. 

"Similarly,  it's  easy  to  understand 
why  a  restaurant  owner  would  place  a 
decal  on  his  front  door  testifying  that 

the  premises  are  cooled  by  conditioned 

air.  But  you'd  hardly  expect  to  find 
a  decal  in  an  eating  place  announcing 

in  plain  view  of  all  that  the  restaurant 
maintains  the  services  of  an  extermi- 

nator." 

Despite  this  natural  reluctance  on 

the  part  of  individuals  and  institutions 
alike  to  admit  the  premises  are  less 

than  spotless,  Orkin  has  managed  to 
convince  100,000  current  accounts  that 

there's  nothing  disgraceful  about  ex- 
termination either  in  terms  of  preven- 

tion or  cure. 

Orkin  sells  "one-shot  treatments"  as 
well  as  full  doses. 

One-shots  are  needed,  for  example, 

when  a  house  is  being  attacked  by 

termites  and  quick  action  is  required. 
Full  doses  are  what  Orkin  prefers  to 

sell,  in  line  with  the  company  philoso- 

phy— and  advertising  policy — of  pre- 
vention before  a  cure  is  needed. 

Orkin  encourages  a  householder  or 
a  restaurant  owner,  for  example,  to 

sign  an  annual  contract  for  inspection 

by  a  company  service  man.  If,  during 

a  periodic  inspection,  there's  any  evi- 
dence of  "pest-iness,"  the  Orkin  man 

will  dispose  of  them  in  a  fitting  manner. 
The  company  advertising  attempts 

to  dispel  the  illusion  of  many  house- 
( Please  turn  to  page  68) 

Storyboard  strategists:     Planners  of  plots   (left    to    right)     Leon    R.    Robbins    ad.    mgr., 
Orkin:    Anita    Ritchie,    asst.    ad.    mgr.,    Orkin;    Eugene   Erwin,  partner   Pyramid    Pictures 
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Pulitzer  Prize   biographei    Freeman,  featured   on    I'M!',    Time    cover,    was    pioneer    radio    commentator 

I  wrote  commercials  for  a  genius 
The  genius  was  a  news  analyst  opposed  lo  sponsorship  of  his  shows.     The 

copywriter  was  a  woman  who  invaded   his  sustaining'  program  privacy 

J\  there  is  a   f ;  1 1 « -  worse  than  death 
for  the  miscast  human  res]   sible  for 
writing  radio  commercials  and  he  is 
doomed,  an)  wa)  thai  fate  befell  me, 
in  1937  al  \\  RNL  in  Richmond,  \  a. 

Bui  I  found  out,  the  hard  wa) .  thai  the 
survivoi  of  such  a  fateful  blow  can 

emerge  the  better  for  it. 

I  could  never  hope  to  be  the  one 

who  w ill  eventuall)  be  called  upon  to 

tackle  the  biograph)  ol  t fu-  late,  greal 
Dr.  I  louglas  S.  I  reeman.  Bui  there 

i-  i  jide  of  hi*-  stoi \  which,  I  am  9ure, 
iion.     Inii    radio    people    could    know. 

34 

by  ISelli  Williams 

And.  a>  a  result  of  tin  alien  c  men- 

tioned stroke  ol  fate,  no  one  had  more 

opportunity  than  I.  to  observe  Dr. 
I  reeman  -  bi  oad  asting  career  first- 
hand. 

He  was  one  <if  the  nation's  firsl  news 
analysts  '  his  broadcasts  date  ba<  k  to 
L925)  and  he  had,  I  nun  the  beginning, 

steadfastl)  refused  to  allow  commer- 

•  id  sponsorship  ol  his  radio  appear- 
s.  I  hen,  one  das  iii  L937,  he  re 

lented,  and  his  twice-dailj  news  analy- 

ses were  bought  b)  the  l!i<  hmond 
Dain  ( iompam .    ( lame  the  millenium. 

To  in\  horror,  I  was  assigned  to 
write  the  dair\  -  messages.  People  in 
radio,  like  newspaper  people,  are  prone 

to  develop  a  >oit  ol  <\nical  irrever- 
ence  foi  the  famous  and  I.  along  w  ith 

other  backstage  nonentities,  had  often 
feigned  tolerant  amusement  at  the  Doc- 
toi  and  In-  idiosyncracies.  Now,  here 

I  was,  faced  with  the  prospect  of  bav- 
in-  him  stand  a-ide  from  the  micro- 

pli   !,  twiee  a  day,  every  day  in  the 

week,  and  Listen  to — or,  at  any  rate, 

wail  through  >n\  exhortations  in  be- 
half of  the  local  milkman. 
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I  was  further  handicapped,  mentally 

and  emotionally,  hy  the  fact  that  I  had 

come  a-cropper  of  the  Doctor  only  a 
few  weeks  earlier.  I  had  done  a  full- 

page  newspaper  publicity  story  on  the 
coming-of-age  of  Station  WRNL  as  a 
full-time  network  affiliate.  I  forget 
whether  the  fault  was  mine  or  the  com- 

posing-room's, but  the  heading — and 
major  share  of  the  publicity — went  to 
a  currently  popular  local  singer  and 
comedian,  Tubby  Oliver,  followed 

through  with  stories  on  a  Negro  quar- 
tet, a  hymn  singer,  a  hillbilly  unit,  and 

finally,  an  abnormally-short  piece 
about  Dr.  Freeman's  contribution  to 
the  WRNL  listening  day. 

Furious  repercussions  sifted  down  to 
me,  after  the  paper  was  on  the  street. 
The  Doctor  had  felt  ill-advised  to  al- 

low the  publicity  in  the  first  place. 

Now  he  had  been  mishandled  by  mor- 
ons; he  had  been  deposed  to  the  very 

bottom  of  the  page  ( of  the  newspaper 

he  edited!)  by  "that  clown." 
Dr.  Freeman  was  a  man  of  some 

vanity.  Whether  he  actually  did  react 
to  the  boner  in  that  way  I  never  knew. 

But,  faced  with  the  choice  of  compos- 

ing his  radio  commercials  or  resign- 
ing a  job  I  liked  and  needed,  I  hoped 

against  hope  that  1  could  manage  to 
remain  anonymous  to  him,  and  that  he 

wouldn't  identify  me  with  the  news- 
paper story. 

There  is  no  describing  the  anguish  I 

went  through,  as  the  day  approached 
for  the  dairy  to  begin  sponsorship  of 

Dr.  Freeman's  broadcasts.  But  neither 
pain  nor  joy  can  sustain  indefinitely  at 
peak  level;  and,  gradually,  the  despair 
subsided  to  numbness,  the  numbness 

rose  feebly  to  dull  hope,  and — the  final 
distillation — a  resigned  acceptance  of 

my  plight. 
It  seemed  to  me  that  understatement 

— plus  an  indirect  approach  to  the 
commercial — were  the  only  tacks  to 
take.  Fortunately,  the  dairy  was  very 

open-minded,  and  gave  me  carte 
blaiwhe.  From  the  start,  the  commer- 

cials on  Dr.  Freeman  s  News  Analyses 

were  like  no  other  sales  appeals  ever 
broadcast.  Undoubtedly,  they  would 

have  sold  not  a  gill  of  cream  on  any- 

body else's  show,  but  Dr.  Freeman's 
listeners  were  a  special  audience.  As 

it  turned  out,  I  had  hit  the  right  form- 
ula, and  everybody,  including  the 

sponsor,  was  reasonably  happy. 

Speaking  of  understatement,  the  ref- 
erence to  Dr.  Freeman's  listeners  as  a 

"special  audience"  is  a  perfect  exam- 
ple. He  was  the  most  widely-heard 

Virginia  commentator — and  there  were 

many  who  tuned  him  in  who  rarely 

agreed  with  him.  But,  in  untold  num- 
bers, people  hung  on  every  one  of  his 

drawled  words.  Southern  dowagers 

ventured  out  in  the  teeth  of  gales  um- 
brella-less, because  Dr.  Freeman  said 

he  foresaw  no  rain,  and  would  go  out 
in  the  noonday  sun  fully  accoutered 

for  a  howling  nor'wester,  because  the 
Doctor  sensed  bad  weather. 

He  never  looked  at  my  commercials 

in  advance,  and,  considering  the  seri- 

ousness with  which  many  of  his  lis- 
teners regarded  every  word  spoken 

during  his  broadcasts,  it  might  often 
have  been  better  if  he  had  edited  them. 

In  my  casting  about  for  oblique  and 

subtle  approaches  to  the  discreet  ped- 
dling of  dairy  products,  I  sometimes 

got  both  myself  and  Dr.  Freeman  em- 
broiled in  controversies.  Once,  I 

quoted:  "A  poet  should  always  be  hun- 

gry and  have  a  lost  love,"  and  fol- 
lowed through  with  the  observation 

that,  with  such  meager  inducement,  it 

was  no  wronder  today's  poets  confined 
themselves  to  the  more  lucrative  field 

of  singing  commercials. 

This  brought  down  the  wrath  of  the 

Virginia  Poetry  Society  on  Dr.  Free- 

man's head.  The  president  of  that  So- 
ciety called  on  him,  brandishing  a 

formidably  heavy  umbrella,  and  de- 
manded that  the  fair  name  of  modern 

poesy  be  cleared. 
After   she   had   gone,   Dr.   Freeman 

i  ame  ba<  k  to  m\  cubby-hole,  stared  at 
me  silently  for  a  moment,  shook  his 

head,  and  said,  "Nell,  what  am  I  going 

to  do  with  you?"  He  turned  and  left 
without  further  comment,  but  I  heard 

him  chuckle  as  he  padded  up  the  hall. 

The  next  day,  I  wrote  that  the  com- 
poser of  the  dairy  commercials  had 

overstepped  her  bounds,  and  would 
henceforth  stick  to  her  job,  which  was 

manifestly  that  of  selling  milk.  Dr. 
Freeman  followed  through  with  a 

eulogy  to  modern  poets  and  their 
works  (at  the  time,  Robert  Frost  hap- 

pened to  be  his  house  guest),  and 
peace  was  made  with  the  Virginia 
Poetry  Society. 

Dr.  Freeman's  methods  with  the  mi- 

crophone were  ever  a  source  of  amaze- 
ment— and,  to  the  announcers  ami 

control  men,  no  little  apprehension. 
He  went  on  the  air  at  eight  a.m.  Every 

morning  at  seven-fifty-nine,  he  would 
saunter  across  the  cat-walk  that  joined 
the  newspaper  building  and  the  radio 

station,  his  pace  leisurely — and  would 
be  inside  the  studio  door  just  as  the 

announcer  finished  the  last  syllable  of 

the  sentence,  "Now,  here  is  Dr.  Free- 
man." Staring  at  the  perforated  stu- 

dio wall,  without  benefit  of  script,  he 

would  proceed  to  clarify  the  welter  of 

complicated  news  with  what  sounded 
like — and  was — a  most  enlightened 
and  sensible  analysis.  During  the  war, 

(Please  turn  to  page  58) 

The  author,  through 

three  sets  of  call  letters 

Nelli  Williams,  continuity  director,  WRNL,  Richmond 

iVelli  Williams  has  been  associated  with  the  same 

Richmond  radio  station  since  she  was  10  years  old — 

the  first  nine  years  as  pianist  and  vocalist  (unpaid) 

and  later  (with  salary)  as  staff  pianist,  continuity 

writer,  announcer,  secretary,  and  the  one  who  had  to 

drop  everything  at  10  a.m.  to  go  fetch  coffee  for 

everybody.    Today,  having  seen  the  station  through 

three  call  letter  changes  and  many  improvements,  Nelli's 

lot  has  improved  too.     As  continuity  director,  she  doesn't 
have  to  go  out  for  coffee  for  everybody  any  more. 
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What  agencies  expect 
from  film  producers 
In  llu»  relatively  now  relationship  between 

adman  and  tv  film  producer  compatibility 

depends  on  complete  understanding 

How   good   is  your  tv  film   producer? 

Does  he,  as  a  producer,  specialize?    No  single 
production  firm  can  be  all  things  to  all  people. 

Can  lie  supply  all  of  the  services  needed  to  com- 
plete  \  < hi i  television  film  according  to  the  script? 

I-  he  financially  stable?    Or  will  he  be  forced  to 
a-k   \ou    for   payments   ahead   of  the   schedule? 

Does  his  staff  have  proper  technical  skills,  plus  a 
genuine    respect    for    commercial     productions? 

\\  ill  his  performance  match  his  promises?    Or  is 
he  more  inclined  to  exaggerate  his  capabilities? 

Will  he  assign  the  right  people  to  your  job,  or 
jusl   experts  with   no   interesl    in  your  business? 

W  ill  he  ask  yon  enough  questions  to  make  certain 
thai  he  knows  exactly  whal  he  is  to  do  and  why? 

I-  he  flexible  enough  to  provide  the  right  level  of 
quality    for    the    job    that    yon    are    giving   him? 

\ie   his  cost   quotations  accurate  and   firm?      If 
are  extra  costs,  can  he  explain  at  the  start? 

"YES"     '''     '  !  '"  ''"  Que8t'ona  means  your  film  producei  is  <|u.ilified  to 
I  job  and  is  aln  adj  doing  ii  foi  youi  advertising  a 

ri  Convention  in  New  York 
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by  G.  D.  Giuli'brod Head  of  Film  Production  at 
N.  W.  Ayer  &  Son,  N.  Y. 

t  is  fortunate  that  the  term  "pro- 
ducer" implies  a  single  person.  We 

know  that  "the  producer"  is  not  one 
man  but  a  group  of  men,  each  skilled 
in  his  own  rather  narrow  field — bud- 
i  control,  direction,  editing  or 

<  amera  work.  Individualb  they  may 

all  be  geniuses,  but  if  they  do  not  think 
alike  and  work  as  a  team  the  agency 

is  apt  to  wind  up  with  a  chaotic  piece 
of  celluloid.  Therefore  it  is  fortunate 

the  term  "producer"  implies  a  single 
person  because  in  every  top-flight  pro- 

duction firm  you  can  expect  to  find 

a  single  person  who  sets  the  tone  of 
the  whole  organization. 

No  single  production  firm  can  be 
all  things  to  all  agencies  and  all  clients. 
One  of  the  things  we  expect  from 

almost  am  producer  is  a  certain 

amount  of  specialization.  We  also 

expect  a  producer  to  supply  all  of  the 
services  needed  to  complete  the  film 

ao  ording  to  the  script.  Physical  own- 
ership of  facilities  may  be  a  nice  sales 

argument,  but  it  is  not  something  we 

i  xpect  el  every  producer.  The  im- 
portant  thing  is  for  the  producer  to 

supply  adequate  sets  on  a  suitable 
stage,  adequate  lighting  equipment  SO 
the  set  called  for  can  be  flooded  with 

abundant  and  functional  light,  good 

sound  equipment  and  good  camera 

equipment. Whether  he  owns  or  rents  them  is 

relativerj  unimportant  when  matched 
.i:\iinst  his  ability  to  use  these  facili- 

ties creati\el\  and  accurately.  What 
15  essential  is  that  all  of  the  services 

{Please  turn  to  page  64) 
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AMERICAN  RESEARCH  BUREAU 

March,  1956  Report 

GRAND  RAPIDS -KALAMAZOO 

Number  of  Quarter  Hours 
with   Higher   Ratings 

MONDAY  THRU  FRIDAY 

8  a.m.  -  '  6  p.m. 
6  p.m.  -  1 1  p.m. 

WZKO-TV         Station  B 

136                   61 

87                    13 

SATURDAY  AND  SUNDAY 

10  a.m.  -11  p.m. 
7 2                     32 

NOTE:  Survey  bated  on  sampling  in  the  following 

proportions  —  Grand  Rapids  144.7%),  Kalamazoo 
119.7%),  Battle  Creek  118.2%),  Muskegon-Muskegon 
Heights  (17.4%). 

rtARCH  ARB  TOP  TWENTY  ALL  ON  WKZO-TV 

TV6!?'00* 

Program 

Rating 

1. I've   Got  A   Secret 56.7 
2. Wyatt   Earp 55.9 

3. Disneyland 55.8 
4. 

1   Love   Lucy 55.4 

5. Ed  Sullivan 
53.4 

6. Godfrey  &  Friends 52.6 
7. The    Millionaire 52.2 

8. Name  That  Tune 
49.6 

9. 
Godfrey's    Talent   Scouts 

48.4 
10. Robin    Hood 48.2 

11. Mama 46.4 

12. Burns   and  Allen 45.4 

13. Sgt.   Preston  of  the  Yukon 45.4 

14. $64,000  Question 45.2 

15. Climax 45.1 

16. December  Bride 
44.0 

17. Mobile   Theatre 43.5 

18. Honeymooners 
43.3 

19. Rin  Tin  Tin 42.5 

20. Lone  Ranger 42.3 

MICHIGAN 

JACKSON 

OHIO 

INDIANA 

#■-"•'« 

WKZO  TV—  GRAND  RAPIDS  KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF   RADIO  — GRAND  RAPIDS 
VVJEFfM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN-TV— LINCOLN.   NEBRASKA 

Allocated  nth 

WMBD  RADIO— PEORIA.  ILLINOIS 

WKZO-TV  (Channel  3)  has  100,000  watts  of  power  — 1000-foot 

tower  —  offers  you  600,000  families  within  its  grade  B  coverage area! 

So  more  than  ever,  WKZO-TV  can  put  you  over  the  top  in 
sales  in   Western  Michigan! 

100,000  WATTS  •  CHANNEL  3  •   1000'  TOWER 

ynao-TT Kalamazoo-Grand  Rapids  and  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

What  trends  for  fall  tlo  you  note  in  the 
commercials  you  are  filminy  now 

William  Snyder 
President 

Global  Telefilms,   V.  )  . 

THERE    ARE    TWO    MAJOR    TREiSDS 

•  I  can  see  two  major  trends  for 
fall  as  reflected  in  the  commercials 

which  Global  Telefilms  has  recently 

produced,  namel)  I  1  I  i In ■  rapid  in- 
crease in  tin-  use  of  color  and  i2l  a 

trend  away  from  the  "hard  sell." 
Widespread  color  set  ownership  — 

although  it  -  now  almost  platitudinous 
to  ̂ .i\  i-  actuall)  fast-approaching. 
Some  agencies  have  alread)  begun  to 
work  in  color  in  order  to  gain  impor- 

tant technical  knowledge  for  the  time 

when  we  find  ourselves  in  a  "color 
\nd  it  must  lie  stressed  thai 

there's  a  vast  difference  between  color 
and  black-and-white,  particularly  from 
a  technical  standpoint. 

Mm,  ol  "in  (  lients  have  been  enter- 

ing tin-  field;  witness  the  fact  that 
color  business  al  Global  has  trebled 

sin<  e  las)   yeai .     Perhaps  it's  be<  ause 
color   filming    i-   a<tuallv    le   -tl\     in 
the  lom:  run.  Two  considei  al  ions  lead 
me  to  this  i  on<  lusion : 

I  Earl)  enii \  into  color  gives  an 
agenc)  experience  in  this  face!  <d  the 
medium     vei  \   no  essai  \  experiem  e,  I 

add. 

Bi  •  iuse  •  ommen  ials  are  seen 

h\    the    majorit)    of    viewers    now    in 

black  and  white.  the\  will  still  appear 
fresh  when  seen  anew    in  color. 

So  far  as  the  trend  away  from  hard 
sell  is  concerned.  I  feel  that  little  need 

be  said.  Actually,  sponsor's  Bob  Fore- 
man has  covered  the  field  nicely  in  hi-; 

past   few  columns. 
However,  there  are  two  additional 

fa<  1-  I'd  like  to  present : 
first,  many  agencies  are  beginning 

to  realize  that  entertainment  in  a  com- 
mercial is  an  asset  if  it  succeeds  in 

arousing  the  viewer  s  interest  and 

holding   bis  attention. 

Second — although  it's  more  a  con- 
jecture  than  a  fact — agencies  are  also 

Starting  to  realize  that  without  a  cer- 
tain entertainment  zing  in  delivery  of  a 

<  ommercial.  sales  of  such  controls  as 

Zeniths  Space  Command  l\  will  sky- 
rocket. 

//  illiam  '  an  Prang 
President 

Van  Praag  Productions,  V.  Y. 

COMMERCIALS  WILL  COME  OF  AGE 

#  Ibis  season  the  television  com- 

mercial will  come  ol  age.  Ii  will  be- 
come a  living  device  stylized  to  do  one 

tbin^     sell.    Nev    te<  hniques,  i  reativ e 
audio  idea-.  \  i-ual  impa<  I  and  com- 

plex effects  have  advanced  the  corn- 
men  ial  t"  a  peak  ol  pei  F»  tion. 

\\  ill  soft  sell  ever  replace  hard  sell? 

There  are  so  many  things  to  be  de- 
termined in  the  making  of  the  com- 

mercial that  the  type  of  sell  must  be 

geared  to  the  product  in  hand.  How- 
ever, it  is  important  to  remember  in 

advertising  that  it  is  not  how  you  sell, 
but  how  much  you  sell.  Actually,  I 
cannot  take  this  hard  sell  versus  soft 

sell  very  seriously.  I'm  for  sell,  peri- 
od! There  will  always  continue  to  be 

both  hard  and  soft  sell  addicts,  each 

believing  his  view  will  do  the  best  job 

— but,  in  any  case,  the  only  barometer 
used  will  be  the  sales.  Institutional  ad- 

vertising you  say?  Remember,  you  are 
selling  the  good  name  of  the  sponsor. 

The  Bob  and  Ray  trend?  Surely  a 

clever  campaign,  but  attempts  to  imi- 
tate it  will  <crtainly  not  mirror  the 

impact  of  the  original. 

Look  to  higher  costs  this  vear.  La- 
bor is  asking  and  getting  increases. 

Film  stock  costs  ha\e  gone  up.  New 

^  oik's  animators  now  have  contracts 
putting  them  on  a  par  with  California. 
New  visual  ideas  along  with  more  com- 

plex titling  will  raise  cn-l-. Will  animation  take  over  the  film 

commercial  field?  No.  There  are  still 

too  many  products  that  require  the 
actual  living  being  to  move  them.  Ani- 

mation, as  always,  will  play  an  impor- 

tant part  in  the  coming  vear,  but  cer- 
tainly  will  not  monopolize  the  field. 

We  are  going  now  into  a  period 
where  (he  television  commercial  must 

earn  the  burden  of  expensive  shows. 

1  \  spot  campaign  natural!)  rides  on 

the  glor)  of  the  preceeding  or  follow- 
ing show.)  One  thing  is  certain  above 

all   other-.     You    have   approximately 

three  minute-  per  half-hour  to  sell. 
Note:  1  o  all  who  are  connected  with 

television  in  any  way.  Remember, 

commercials  are  the  reason  a  sponsor 

pavs  for  a  show.  Without  commer- 
<  id-,  we  have  no  sales.  Without  sales, 

we  have  no  show-.  W  it  In  nit  shows,  we 
have  no  telev  ision. 
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1  1  70   on    your   dial 

Jean  Blake 
President 

Geo.  Blake  Enterprises,  N.  Y. 

INCREASING  VSE  OF  IMAGINATION 

•  Unquestionably,  the  first  thing 

that  enters  my  mind  is  more  imagina- 
tion in  film  commercials.  The  soft  sell 

approach  is  becoming  more  and  more 
the  primary  tv  sales  method.  This  can 
only  be  done  to  its  best  advantage  on 
film.  The  limitations  of  live  commer- 

cials and  their  necessarily  direct  pitch 

cannot  produce  the  unboundable  re- 
sults of  filmed  commercials  which  can 

employ  optical  effects,  and  even  loca- 

tion shots,  to  get  the  sponsors'  word 
across  to  the  viewer.  A  particularly 
successful  example  of  the  former  is  the 

Sanka  "hands"  commercial. 
Commercials  have  made  great  strides 

during  the  last  10  years,  but  it  is  im- 
perative that  they  continue  to  do  so. 

The  soft  sale  approach  demands  im- 
mediate identification  of  a  product. 

Here  comes  imagination.  Some  adver- 

tisers have  been  relying  on  picture 
recognition  and  association  with  their 

product.  Others  (recently  more  than 

ever  before)  are  using  music  especial- 
ly written  for  the  filmed  commercial. 

Whichever  is  stressed,  it  must  be 
unique  and  individual. 

Filmed  commercials  will  be  a  must 

this  fall.  The  amount  of  public  serv- 
ice telecasting  that  is  required  now 

during  an  election  year  can  only  play 
havoc  with  network,  sponsors  and  per- 

formers' schedules.  The  only  solution 
to  this  problem  is  film.  Advertisers  and 

agencies  are  discovering  the  economy 
of  filmed  commercials.  The  cost  and 

headache  of  assembling  live  commer- 
cials for  a  single  spot  and  the  small 

area  in  which  they  are  effective  and 

imaginative  has  caused  most  of  the  top 
sponsors  to  forsake  them.  Once  in  the 

can,  the  filmed  sales  piece  is  a  perma- 
nent record  and  may  be  brought  out 

whenever  it  is  required.  *  *  * 

channel    2 

the  right  combination to  sell. . .  ̂ ^ 

Q^aluMiia* MARKET 

Over  Vi  billion  dollars  elective  buying  income 

You  can  sell  more  ...  to  people  who  buy  more  in 

Oklahoma  .  .  .  when  you  advertise  first  in  the  wealthy 

Tu sa    market. No  other   media    reaches this  area    like 

KVOO  RADIO and  KVOO-TV. 

Get  more coverage  for  your  money ...  get more 

sal es    .    .    .    use    the    "Top    Twosome" 
in    Oklah 

:mo's 

No 

.    1    market. 

'Figures    from    1956   Sales    Management 

Survey 

^wwattSftSSs??" 

RADIO 
Represented   by 

EDWARD  PETRY  CO. 

1170   KC      •     50,000  Watts  TULSA.     OKLAHOMA  Channel  2  •  Maximum  Power 

TELEVISION 
Represented   by 

BLAIR   TV 
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FIRST  RUN  IN  BALTIMORE 

inner 
sanctum 
on  WMAR-TV's 
Mystery 

Theatre 

Monday 

through 
Friday 

at  11:20  P.M. 

"Inner  Sanctum",  complete  with 
squeaking  door,  weird  organ 

music,  and  tomb-voiced  narrator, 
features  the  best  in  television 

psychological  drama. 

Starring  a  host  of  accomplished 

television  personalities,  this  spine- 

tingling  half-hour  mystery  series 
is  a  top  favorite  with  viewers,  and 

constitutes  an  advantageous  buy 
for  sponsors. 

Advertisers  who  demand  a  big 

response  from  their  commercials 

consistently  choose  WMAR-TV,  be- 

cause Channel  Two's  coverage 
area  encompasses  more  than 
2,500,000  homes  which  means 

vast  selling   power. 

WMAR-TV 
•  •  •  •  r  : 

CHANNEL 
SUNPAPERS  TELEVISION,  BALTIMORE,  MD. 

IS  ON     M  FILIATE     Of    THE 

COLUMBIA     BROADCASTING     SYSTEM 

Represented   by  THE   KATZ   AGENCY,   Inc. 

New  York.    Detroit,    Kanioi  City,    San  Francuco, 

Chicago,  Atlanta,   Dollas,  loj  Angclej 

ill  mutts  ill  tell 

V.  lutt  advertisers  use  syndicated 

film'.'  Seven  leading  syndicators  an- 

swi  red  that  question  for  si><i\-ni;  (see 
I  Ml  I  \(  I-  BASICS,  page  106).  in- 

dicated that  particular  classifications 

of  sponsors  often  specialize  in  certain 
show  types. 

For  example.  We-terns  tend  to  draw 

man)  food  sponsors — who  aim  at  a 

juvenile  audience.  Series  in  the  de- 
tective  vein  tend  to  draw  oil.  gas  firms 
and  breweries  as  advertisers,  perhaps 

because  of  masculine  appeal  of  a  num- 
ber of  such  shows. 

Also  noteworthy  is  fact  that  ratio  of 

station  to  sponsor  sales  i-  greater  in 

the  mysterj   show  categor\. 

Film  is  n  basic  factor  in  station  pro- 

graming  now.  Witness  stress  placed 
on  it  1»\  outlets  throughout  the  U.S. 

Among  them  WNAC-TV,  Boston,  and 
\\  \T\  .  Newark. 

The  Boston  channel  ha-  been  sched- 

uling such  programs  as  Life  With 
Elizabeth,  Count  of  Monte  Cristo, 
Three  Musketeers,  My  Little  Margie, 
Dr.  Hudsons  Secret  Journal.  Curtain 

Call.  I  ic/ory  at  Sea,  new  Waterfront 

series  and  most  recently  /  Search  f  or 
Id i  future.  ABB  Ma)  ratings  showed 
thai  the  Huh  outlet  carried  10  out  of 

10  toj)  film  series. 

To  back  its  film  schedule,  WATV  re- 
cently announced  the  purchase  of  a 

grouj)  of  52  20th  Century-Fox  feature 
films.  New  N  < > t k  t\  debul  of  the  films 

i-  slated  for  this  fall  and  represents  a 

$500,000  outlay.  Vmong  the  features 

.n c  How  Crcen  II  as  My  Valley.  Houst- 
on 92W  Street.  Foxes  of  Harrow. 

Laura.  Les  Wiserables,  Lifeboat,  Hud- 

son's Bay.  Group  represents  t lie  first 
movies  20th  Century-Fox  has  released 
for  l\   via  VI  \. 

Outstripping  stars:  \  recenl  VRB 

surve)  of  In  time  periods  ovei  a  six- 
month  pei  iod  has  com  inced  M<  \  I  \ 
thai  two-to-five-a-week  strip  shows  can 

match  ratings  with  an)  type  of  compe- 

tition, including  "name  personality 
adja<  en<  ies.      V<   ling    t"    the   com- 

pany, results  have  been  scored  already 
for  a  number  of  national  and  regional 

advertisers.  Among  them:  Boto-Broil, 

Lydia  Pinkham.  Holsum  Bread.  Flori- 
da ("itrus  and  Bohert  Hall  Clothing, 

all  of  which  have  participated  in  the 

Ray  Milland  Show.  Adventures  of  Kit 

Carson  has  been  sponsored  by  the  fol- 

lowing: Kcds.  My-T-Fine,  Holsum 
Bread,  Sunshine  Biscuits  and  Little 
Brown  Cookies. 

Daytime  stripping:  Trend  toward 

successful  daytime  stripping  is  attested 
to  by  Ziv  Tv.  Already  catching  fire  in 
the  U.S..  this  type  of  programing  is 

now  extending  to  Latin  America,  cour- 
tesy of  Procter  &  Gamble.  Emphasis 

is  on  across-the-board  slotting  or  re- 
runs, among  which  are  the  following: 

Favorite  Story,  Boston  Blackie.  The 

I  n expected,  Yesterday's  Newsreel  and 
/  Led  Three  Lives.  This  telefilm  quin- 

tet debuts  south  of  the  border  on  Mexi- 

co City's  XEW-TV.  Co-sponsor  is  An- 
derson Clayton  Co.  Other  sponsors  en- 

tering  this  market  through  film  are 

\  an  lh'ii-i-n  Shirt-.  Mexico's  Longines- 
\\  ittnauer  distributor  and  Cuatomac 
Brewer\ . 

Ziv's  Cisco  Kid  and  Mr.  District  At- 
torney are  also  taking  on  international 

flavor.  Both  series  are  slated  for  tele- 

casting  in  Japan.  They'll  be  sponsored 
b)  Japanese  advertisers  who  spend 

over  ~'2' ,  of  the  annual  Japanese  ad- 
vertising  total  of  $180  million  for  tv 
and  radio. 

.1  cartoon  program  trend  seems  to 

be  shaping  up.  First  there  was  the 
I  P\-LBS  -cries  planned  for  fall.  Now 

Associated  Artists  productions  is  en- 
tering this  field  of  programing.  Until 

it  on.  slates  \AP.  ibis  tvpe  of  program- 

ing "ha-  been  pi-t  trickling  into  the  tv 
-<  reens. 

The  company?  offering  consists  of 
")71  first-run  cartoons,  garnered  from 

two  UollwMiod  majors.  Warner  Broth- 

el- and  Paramount  Pictures.  \\l'  is 
advising  subscribing  stations  to  pro- 

i am    package    as    separate    half-hour 
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Stronger  than  ever... 
The  strongest,  steadiest  Pulse  in  the  booming 

Pacific  Northwest  belongs  to  KING-TV. 

Pulse  Inc.  accords  KING-TV  8  out  of  the  top  15 
once  a  week  shows,  including  number  one  and  two 

position.   KING-TV  also  takes  5  out  of  the  top  10 

multi-weekly  shows,  clean-sweeping  the,  top  four  places. 

These  press-time  ratings  are  for  May,  1956. 

Check  any  month.    You'll  find  KING-TV  leading 

9  JULY  1956 

all  other  Pacific  Northwest  channels — by  a  healthy 
margin — day  or  night. 

Hypo  your  sales  in  the  important  Puget  Sound 
market  with  KING-TV.  Ask  your  Blair  rep  Eor 
details. 

ABC— Channel  5 

100,000  Watts 

Blair  TV 

FIRST    IN    SEATTLE 

KiNG-TV 
41 



TV  I   
SET*    I 
SATURATION 

PLUS! 
According  to  the  latest  sur- 

vey, the  four-county  heart  of 
KSL-TV  Land  has  a  TV  set  satur- 

ation of  89.2%. 

That  means  that  this  area,  the 

equivalent  of  the  nation's  35th 
market,  boasts  nearly  128,000 

sets  —  and  KSL-TV's  complete 
coverage  area  includes  204,000 
TV  families. 

For  market  information  and 

availabilities,  call  CBS-TV  SPOT 
SALES,  or 

KSL-TV 
SALT  LAKE  CITY 

Selling  39  Counties  in  Foui  Western  States 

FILM   NOTES   AND    TRENDS    (Continued) 

shows,  rather  than  slotting  them  in 

already-established  kiddie-'   programs. 

Expansion  of  both  advertising  and 

market  list  has  been  announced  by 

Michael  Sillerman,  executive  vice  presi- 
dent of  TPA.  Sillerman  reports  that  a 

new  regional  sponsor.  National  Bo- 
hemian Beer  (via  W.  B.  Doner  &  Co.) 

has  bought  Stage  7  for  showing  in  six 

markets.  Chef  Boy-Ar-Dee  I  through 

Y&R)  has  upped  its  markets  for  the 
same  show  by  three.  Other  entrants 

into  the  Stage  7  gallery  include  John- 
ston Cookies  (Milwaukee);  Jax  Beer 

i  Beaumont.  Tex.  I  and  Henke-Pillot. 

part  of  the  Kroger  grocery  chain  of 
Houston. 

.Sterling  Television  sees  bowling 

throughout  the  country  being  pro- 

moted via  its  Bowling  Time  series.  Be- 
cause of  increased  interest  (represent- 

ed by  the  fact  that  series  is  in  over  50 
markets),  Sterling  has  begun  filming 
of  the  13th  through  26th  shows  in 

what  was  a  13-only  series.  A  great 
many  of  the  advertisers  scheduling 
Bowling  Time  are  bowling  alley  pro- 

prietors and  bowling  associations.  As- 
sociation sponsors  include  those  in 

Houston;  Wichita;  Wilmington-Dela- 
ware; Springfield.  Illinois;  Boise, 

Idaho.  Four  beer  sponsors  and  a  num- 
ber of  soft  drink  concerns,  too,  host 

the  series. 

Breakdown  Gf  its  1.500  short  subject 

library  into  program  segments  is 
planned  by  NTA.  Slated  for  a  single 

package  are  the  52  20th  Century-Fox 
motion  pictures  syndicated  by  NTA. 
Plans  call  for  the  short  subjects  to  be 
divided  into  12  distinct  categories. 

Speciality  packages  will  include  Little 
Lulu.  Iicit\  Boop,  I  nusual  Occupa- 

tions, Color  Cruises  and  Musical  Ro- 

mances, Speaking  of  Animals  and 

Grantland    SportlightS    am/    Pictorials. 

rVeo?  tv  distributor  enters  the  inclus- 

try.  The  Trans-Lux  Corp.  recentb  an- 
nounced completion  of  it-  plans  to 

form  a  subsidiary  for  tv  distribution. 

The  parent  compan)  has  been  in  com- 
munications and  entertainment  for  30 

\ '  .ii  -.  pie\  iously  being  engaged  in 

theatrical  exhibition  and  motion  pic- 
tun    distribution. 

[Vans-Lux  has  acquired  distribution 
rights  to  about  700  Encyclopaedia 
Hi  itainiK  a  films.  \ 1 1 1. . 1 1 :>  the  9ei  ies 

which  Trans-Lux  will  soon  pul  cm  the 
market  are  Profile   (personalities  and 

events  from  Marco  Polo  to  Mahatma 

Gandi  I  and  a  children's  show  entitled 
Once  Upon  A  Time.  In  addition,  firm 

has  acquired  a  number  of  feature  pic- 
tures which  will  be  released  as  a  pack- 

age in  1957. 
Seven  major  V.S.  markets  will 

shortly  see  telecasting  of  CBS  TV  Film 

Sales'  Brave  Eagle.  Multi-market  spon- 
sor is  Quaker  City  Chocolate  and  Con- 

fectionery Co.  Seven  markets  into 
which  the  series  will  be  booked  are: 

New  York.  Philadelphia,  Detroit,  Cleve- 
land, Chicago.  Pittsburgh  and  either 

Baltimore  or  Washington.  About  the 

settling  of  the  West  as  seen  through 

the  eyes  of  the  Indian,  series  is  slated 
for  early  fall  beginning.  Agency  for 

Quaker  City  is  Adrian  Bauer  and  Alan 

Tripp,  Inc. 

2.»  tiior*'  stations  will  soon  be  tele- 

casting Gems'  Hollywood  Movie  Pa- 
rade. This  brings  total  number  of  tv 

outlets  carrying  the  package  to  63, 

according  to  Robert  H.  Salk.  director 
of  sales  for  Screen  Gems.  Among  the 

104  features,  in  Hollywood  Movie  Pa- 

rade are  "Adam  Had  Four  Sons," 

"Pennies  From  Heaven"  and  "You'll 

Never  Get  Rich." 
From  The  Pulse,  Ino.  comes  word 

of  the  growing  popularity  of  feature 
films.     In   The  Pulse  Beat   recently,   it 
was  revealed  that  a  special  study  by 

that  organization  had  disclosed  facts 
that  !}')' ,  of  viewers  in  metropolitan 
New  York  watch  movies  during  the 

course  of  a  month.  Among  these  view- 

ers, 46fc  spend  more  time  watching 
movies  on  tv  at  present  as  compared 

with  a  vear  ago;  58%  feel  that  movies 
now  on  television  are  better  than  those 

of  a  vear  ago:  1-1'.  state  that  their 
favorite  movie  show  is  more  enjoyable 

than  most  other  t\  programs  they  \  iew  : 

12'  i  prefer  a  one-hour  movie:  35' . 
favor  a  'Ml  minute  feature  and  23', 
vote  for  a  two-hour  show. 

Among  the  observations  of  E.  S. 

CoatSWOrth,    aSSt.    manauei     ol    Motion 
Pictures  Eoi  Telev  ision  Ltd.,  in  /  ision 

(the  Canadian  television  and  motion 

picture  review  i  was  tin-  following:  "A 
television  film  buyer,  unlike  ancient 
(  aid.  should  be  composed  ol  at  least 

I, mi  pail-  lawyer,  bargainer,  a  'box- 
office'  sense  and  a  well-oiled  meinoi  y . 

.  .  ."  Comments  appeared  in  his  article, 

"Reflections  of  a  former  film  buyer." 
■12 
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WHEN  YOU  BUY  ATLANTA...BUY 

AND  GET  A  BETTER  RIDE  FOR 

YOU  NEED  THIS  BOOKLET  which  gives  all 

the  facts  and  figures  about  WAGAland— the 

Atlanta  market  as  you  know  it,  plus  an  addi- 
tional coverage  that  adds  more  than  300,000 

people  to  the  market.  It  is  yours  on  request 
direct  from  us  or  our  reps. 

TOP  DOG    k  IN  THE  NATION'S  21st  MARKET 

Represented  Nationally  by 

THE   KATZ  AGENCY,   Inc. 

waoa-tv 
CBS-TV  in  Atlanta 

STORER    BROADCASTING    COMPANY    SALES    OFFICES 

NEW  YORK-118  E.  57th  St.-TOM  HARKER,  Vice  President  and  National  Sales   Director     •     BOB   WOOD,   National   Sales   Manager 

CHICAGO-230  N.  Michigan  Ave.     •     SAN  FRANCISCO-11 1  Sutter  St. 
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93  OF  THE  TOP  lOO*  TV 

*TvB  First  Quarter  Report,  '56:  \  Procter  &  Gamble  \  Brown  &  Williamson  v  Sterling  Drug  \  General  Foods 
\  Kellogg    V  Miles  Labs   V  Colgate-Palmolive   %  Philip  Morris   \  National  Biscuit    \  General  Motors   V  Bulova   Watch    \  Anahist    %  American 

Tel.  &  Tel.  V  Liggett  &  Myers  V  Carter  Products  V  Ford  Motor  \  Robert  Hall  Clothes  v'  Charles  Antell  V  Minute  Maid  \  Continental  Baking 

V  Block  Drug  %  Warner-Lambert  Phar.  V  Helaine  Seager  v'  Peter  Paul  V  Fla.  Citrus  Comm.  v  Grove  Labs  \  Coca-Cola  V  Harold  F.  Ritchie 

\  Borden   V  Nestle   \  Esso  Standard  Oil  — J.  A.  Folger    \  Toni    \  Campbell  Soup    \'  R.  J.  Reynolds   \  Chrysler   n  Chesebrough-Ponds   %  Lever 
Brothers  %  Northern  Paper  Mills  V  B.  T.  Babbitt  V  P.  Ballantine  &  Sons  V  Corn  Products  Refining  V  Benrus  Watch  \  Tea  Council  of  U.S.A. 

•\  Hills  Bros.  Coffee  V  Thomas  Leeming  v  Vick  Chemical  — Piels  Bros.  — Better  Living  Enterpr.  \  Stokely-Van  Camp  \  E.  &  J.  Gallo  Winery 

\  Bristol-Myers  V  Reader's  Digest  Assoc.  — Falstaff  Brewing    \  Pepsi-Cola    V  Sales  Builders   V  Seven-Up    \  Wildroot    \  Salada  Tea    \  Tafon 
Dist.   V  Best    Foods  V  Wesson   Oil    &    Snow    Drift  V  RCA  V  Armour   V  H.    J.    Heinz   V  Anheuser-Busch   \  Shell    Oil   V  American    Home    Foods 

No  selling  campaign  is  complete  without  the  WBC  stations 

"Support  the  Ad  Council  Campaigns" 



SPOT  ADVERTISERS  USE  WBC 

— Pabst  Brewing  V  Plough  Inc.  V  U.  S.  Tobacco  V  Ludens  V  Great 
A.  &  P.  Tea  V  Hawley  &  Hoops  V  Standard  Brands  V  Smith 
Brothers  V  Mennen  V   Brown  Shoe  V  Seeck  &  Kade   V  Lee  Ltd. 

V  Pharmaceuticalslnc.  V  Glamorene  V  Beechnut  Packing  V  Carling 

Brewing — Theo.  Hamm  Brewing   \   Carnation  V  General  Baking 

V  Standard  Oil  (Ind.)  V  P.Lorillard  V  Simoniz  V  Socony-Mobil 
Oil  V  American  Chicle  V  Cream  of  Wheat  V  Sealy  Mattress 

— Eastern  Guild  V  General  Mills  V  Morton  Frozen  Foods  \  Pacific 

Coast  Borax    V   F.  &  M.  Schaefer  Brew.    V    Thomas  J.  Lipton 

In  fact,  94  of  the  100  leading  advertisers  in  all  media  are  on 

WBC.  From  tools  to  tea,  from  cars  to  capsules — you  name 

'em,  we've  got  'em.  And  why  not  .  .  .  WBC  stations  dominate 
the  markets  where  1/6  of  America  does  its  shopping. 

But,  it's  not  only  the  big  fellows  .  .  .  nearly  400  local  adver- 
tisers, whose  ads  must  pay  off  day-by-day,  are  on  WBC, 

too.  Let  us  prove  to  you  why  no  selling  campaign  is  complete 

without  the  WBC  stations.  Call  A.  W.  "Bink"  Dannenbaum, 
WBC  General  Sales  Manager,  at  MUrray  Hill  7-0808,  N.Y. 

WESTINGHOUSE  BROADCASTING   COMPANY,  INC. 
RADIO 

BOSTON    -WBZ+WBZA 
PITTSBURGH      KDKA 
CLEVELAND      KYW 
FORT  WAYNE— WOWO 
PORTLAND— KEX 

TELEVISION 

BOSTON  -WBZ-TV 
PITTSBURGH  — KDKA-TV 
CLEVELAND  — KYW-TV 
SAN   FRANCISCO— KPIX 

KPIX    REPRESENTED    BY     THE    KATZ     AGENCY.     INC. 

All  other  WBC   stations  represented  by   Peters    Griffin.  Woodward.  Inc. 



HIGHER 
RATINGS 

Feb.  1956  ARB  Shreveport  Area 
Survey 

LEADINC  in  22  Vi 

morning  quarter  hours. 

LEADINC  in  45V2 

afternoon  quarter  hours. 

LEADINC  in  51 

nighttime  quarter  hours. 

GREATER 
COVERAGE 

KTBS-TV  Channel  3,  Shreveport, 
Louisiana,  covers  44  counties  in 

Louisiana,  east  Texas  and  south 

Arkansas.  Population  1,351,700;  set 
count  249,895. 

MORE 
VIEWERS 
PER  DOLLAR 

55%  of  the  viewing  audience  from 

sign-on  time  to  12  noon.  82%  of  the 
weekday  afternoon  audience. 

72%  of  the  nighttime  NBC  audi- 
ence in  the  Shreveport  area. 

MAXIMUM   POWER 

KTBS-7i> 
CHANNEL 

SHREVEPORT 
LOUISIANA 

E.  NEWTON  WRAY,  President  &  Gen.  Mgr. 

NBC   and   ABC 
Reprctentid  by 

Edward  Petry  &  Co.,  Inc. 

Continued 

from page  10 

gone  and  the  t\  copywriter  i>  knowledgeable  on  every  count. 
\u  wonder  there  is  already  a  scarcity  of  good  ones  and  the 
prices  they  demand  are  way  up. 

Next  among  the  other  Disciplinary  Actions  ordered  by 
television  are  those  exerted  upon  the  directors,  whether  the 
show  be  live  tv  or  film.  These  characters  (often  refugees 

from  the  Big  Screen  or  Industrial  Films  or  Radio  or  ex-Floor 
Managers),  have  also  learned  about  money  and  about  spon- 
sors  and  networks  and  agency  men.  This  is  in  addition  to 
learning  their  craft. 

Today  they,  their  skills  sharpened  to  razor's  edge,  are 
directing  in  every  field,  movies  and  the  stage,  and  are  doing 
darn  well  thanks  to  their  tv  backgrounds. 

Finally  I  must  admit  that  tv,  the  Task  Master,  has  helped 

people  such  as  I,  who  dwell  tenuously  on  the  business  side 

of  the  medium,  and  are  devoid  of  talent.  It's  been  a  stern 

pater  but  the  lessons  were  well  worth  learning.  *  *  * 

The  Rainmaker,  by  N,  Rich- 
ard Nash,  gave  Broadway 

something  new  and  sub- 
stantial to  chew  on.  Scene 

at  right  features  Cameron 

Pru'Homme,  Geraldine  Page. 

Self-disciplining  writers 
like  Paddy  Chayefsky  (1.) 

admit  they  owe  a  lot  to  tv, 

says  Foreman,  Chayefsky's 
Marty  exemplifies  huing 

to  rigid  lines  of  tv. 

- 

•sr  *"*MPr 
Br*  Mk  " 
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T.  I  spot  editor 
A   column    sponsored    by  one  of   the   leading   film    producers    in    television 

SAKHA 

NEW     YORK:     200     EAST     56TH     STREET 
CHICAGO:     16    EAST    ONTARIO    STREET 

HOT  FUDGE 

The  engaging  combination  of  sprightly  patter,  with  an  animated  King  pup- 
peteer and  live  action  form  a  sure  sell  series  of  Johnston  twenty-second  spots. 

Prominent  container  displays  of  Johnston  Hot  Fudge  Sauce,  Cookies  and 
Graham  Crackers  provide  powerful  product  identification.  Produced  l>\ 
SARRA  for  the  ROBERT  A.  JOHNSTON  COMPANY  through  cooperation 
with  KLAU-VAN  PfETERSOM-DUNLAP,  INC. 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 

Captivating  mother  and  child  sequences  appeal  to  a  wide  audience  in  SARRA's. 
newest  series  of  TV  commercials  for  Mexsana.  Live  action  is  punctuated  with 
optical  effects  and  emphasizes  the  uses  of  Mexsana  Medicated  Powder  and 

enumerates  its  advantages.  Smooth  continuity  maintains  interest  and  prodiu  I 

display  clinches  sales.  Produced  by  SARRA  for  PLOUGH,  INCORPO- 

RATED through  LAKE-SPIRO-SHURMAN,  INC. 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 

This  spot,  one  in  a  continuing  series  for  7-Up,  proves  that  high  key  photog- 

raphy can  reproduce  perfectly  on  TV  screens — does  sell  effectively!  A  cool 
commercial,  set  to  hot  music,  is  timed  for  summer  selling,  with  close-ups  thai 

establish  strong  product  identification  and  present  an  appetizing  7-Up  float 
that  almost  comes  off  the  screen!  Skillful  photography  from  a  fidl  range  of 

camera  angles  takes  full  advantage  of  the  expertly  cast  family  group.  Pro- 

duced by  SARRA  for  THE  SEVEN-UP  COMPANY  through  J.  WALTER 
THOMPSON  COMPANY. 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:  16  East  Ontario  Street 

Highly  entertaining  live  action  photography — both  on  and  under  the  watei 
is  Icatured  in  this  unique  series  for  Stopette.  A  cast  of  aquatic  experts  swim 

and  dive  in  an  enchanting  water  ballet  that  provides  the  backdrop  for  the 

sponsor's  message  "How  clean  you  led  .  .  .  with  new  Stopette,"  whose  "de- 
odorant ingredient  is  actually  used  to  purify  the  water  you  drink.  Produo  d 

by  SARRA  for  the  Jules  Montenier  Division  of  HELEN1  (  I  R  I  Is  l\Dl  S 
TRIES,  INC.,  through  EARLE  LUDGIN  &  COMPANY 

SARRA,  INC. 
New  York:  200  East  56th  Street 

Chicago:   16  East  Ontario  Street 
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agency  profile Rod  MacDonald 
V.p.   in   charge   of   media 

Guild,    Bascom    &    Bonfigli,    San    Francisco 

"Agencies  sometimes  underestimate  the  people  in  the  country,' 
says  Guild,  Bascom  &  Bonfigli's  v.p.  and  media  director,  Rod  Mac- 
Donald.  "Television  alone  has  done  a  tremendous  lot  to  soften  re- 

gional differences.  \n<l  today  it  can  be  as  much  of  a  mistake  to  talk 

down  to  people  in  small-town  areas  as  to  talk  down  to  those  in  the 
big  metropolitan  centers. 

MacDonald's  views  on  commercial  content  derive  from  a  basic 

theory  he  has  about  media  men:  "Media  men  should  not  be  restricted 
to  media  buying  and  evaluating.  They  should  be  in  on  a  creative 

policy  and  planning  level  for  an  account  and  should  be  involved  in 

the  client's  marketing  policy.'' 
In  order  to  make  it  possible  for  all  agency  media  buyers  to  have 

greater  responsibility  and  scope,  MacDonald  organized  a  system  of 

all-media  buyers,  supervised  by  three  all-media  directors. 

"We  started  with  thai  approach  to  media  buying  in  1949  when  the 
agency  was  formed,  and  today,  with  a  $7  million  volume,  we  still 
find  it  the  approach  that  encourages  the  most  creative  effort  for  our 

clients  on  all  levels." 

Ilr  feels  that  there  might  be  an  efficienc)  problem  with  this  system 

if  the  agency  had  a  vast  number  of  people  in  the  department.  "But 
even  if  concentration  on  one  medium  could  be  thought  to  be  more 

efficient,  we  wouldn'l  go  for  it.  because  it  stifles  thinking." 
\  researcher  at  heart,  MacDonald  loves  to  conduct  private  surveys 

of  strangers  on  planes  or  friends  on  the  \Iontere\  Peninsula  to  see 

how  the)  are  reacting  to  the  agenc)  s  commercials.  "I've  had  more 
people  praise  our  commercials  (and  often  not  even  mention  the  show 

the)  re  in  I,  without  realizing  that  I'm  from  the  agency  that  produced 

them.  " 
Though  he's  a  golfer  and  "do-it-yourself"  expert,  MacDonald  likes 

to  spend  most  of  his  spare  time  romping  with  his  son  and  four 

daughters.  "The)  range  from  three  to  13  years,  so  you  can  imagine 

they  keep  my  wife  and  me  busy." 

Melton. ild  feds  that  the  "famil)  —  j ►  i r i t " ~  and  famous  San  Fran- 
<  i-<  o  charm  <  arries  over  into  the  agency  offices,  thank-  to  the  three 

founders  of  the  agency.  "As  Dave  Bascom  once  told  a  client:  We'll 
call  a  meeting  any  time  you  like,  except  during  trout  season  or  too 

neai  .i  weekend."  *  *  * 

You  Get 
Maximum 
Coverage 

Only  With 

WJAR-TV 
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"Wanna  See 

OUR  PULSE?" 
ONE  look  at  February-March,  1956  Pulse  figures 

and    you'll   see   that     WDAY    Radio   is   surging 
with  health,  here  in  the  Red  River  Valley! 

This  new  Pulse  Area  Report  covered  23  North  Dakota 

counties,  21  Minnesota  and  11  South  Dakota  —  a  55- 

county  market  with  205,000  radio  homes. 

It  shows  that  WDAY  gets  — 

More  than  TWICE  as  many  listeners  as  the  No. 
2  Station/  .  .  . 

More  listeners  than  the  No.  2  and  3  Stations 
COMBINED!  .  .  . 

FOUR  times  as  many  listeners  as  the  No.  4 
Station ! 

It's  like  we've  been  telling  you  for  years—  \\  1 1  \  5 

just  doesn't  have  any  real  competition  in  the  Red River  Valley! 

Let  Peters,  Griffin,  Woodward,  Inc.  fill  you  in  with 
all  the  facts. 

WDAY 
FARGO,  N.  D. 

NBC    •  5000  WATTS   •  970  KILOCYCLES 

PETERS,  GRIFFIN,  WOODWARD,  Inc.,  Exclusive  National  Representatives 

9  JULY  1956 
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/  milium  (I 

from 
/tage   22 

of  an  editorial  and  specifically  point-  out  that:  "NBC's  salvo 
nl  last  week  (  referring  to  the  network's  statement  to  the  Sen- 

ate Interstate  Commerce  Committee)  was  much  broader  in 
scope  than  a  blast  at  film  syndicators  and  allied  interests.  In 

effect  the  network  was  saying,  in  defense  of  all  the  webs,  'take 

iua\  option  time  and  you  take  away  the  Wide,  Wide  World's 
the  See  It  Noivs,  the  NBC  Operas,  the  Adventure  s  and  other 
laudable  live  programing  contributions  which  for  the  most 

part  add  up  to  out-of-pocket  sustaining  losses*.  .  .  .  It's  long 
been  the  contention  of  the  networks  that,  because  they've  per- 

petuated such  programing,  they  aren't  swimming  in  the  kind 
of  wealth  some  of  the  D.  C.  inquisitors  imagine.  .  ." 

Jack's  piece  makes  no  reference  to  the  Senate  Interstate 
Commerce  Committee  hearings  at  all.  His  piece  merely  says: 

''With  the  close  of  the  second  season  of  spectaculars  it  would 
seem  worthwhile  to  examine  what  these  major  programing 

projects  have  meant  to  television's  well-being.  .  .  ." 
\e\ertheless  it  is  a  happy  circumstance  for  the  webs  that 

Jack  chose  to  treat  this  theme  on  the  eve  of  the  appearances 
of  Frank  Stanton,  and  the  Bobs  Sarnoff  and  Kintner  before 

the  Senators.  For  Jack,  too,  makes  the  point:  "Today  the 
spectacular  stands  as  a  symbol  for  the  continuation  of  the 

special  effort  in  programing.  Its  importance  is  not  limited 
to  those  ventures  bearing  the  label  but  applies  equally  to  all 

those  programs — perhaps  especially  to  dramatic  presenta- 

tion-— that  have  hopes  of  steadily  elevating  tv's  artistic  level. 
If  the  institution  of  the  spectacular  is  undermined  because  of 
financial  pressures,  a  trend  toward  safe,  routine  commercial 

fare  might  quickly  spread  through  all  forms  of  programing, 

even  to  a  far  greater  degree  than  exists  today." 

Later,  says  Jack:  "It  is  the  need  to  preserve  this  policy  in 
spirit  within  television  that  makes  the  fate  of  the  spectacular 

of  genuine  consequence  ...  the  loss  of  what  the  word  (spec- 
tacular) has  come  to  stand  for  in  tv  programing  would  be 

incalculable." 
It  i-  hardl)  necessary  to  add  that  few  programing  organi- 

zation- in  the  television  industry,  if  any,  have  the  financial 
resources  to  offer  the  kind  of  -pectaculars,  which  NBC,  CBS. 

and  to  i  lesser  extent,  ABC  have  consistently  put  before  the 
nation's  viewers. 

\-  George  Rosen  points  out  this  is  indeed  a  strong  point  in 
the  network  case  against  their  detractors  in  and  out  of  gov- 

ernment. And  it  must  be  of  some  comfort  to  the  webs  to  note 

that  such  out-tanding  observers  of  the  tv  scene  as  Jack  Could 

and  George  Rosen  are  making  tin-  point  in  print.  This  issue 

of  sponsor  is  loaded  with  "Fall  Facts."  Here's  one  more: 

I  he  several  "cases"  against  the  networks,  and  the  web-*  de- 
fenses, will  prove  one  of  the  most  interesting  and  to  adver- 

tisers and  agencies,  possibh  one  of  the  mo-t  important- 

continuing  developments  of  the  new  season.  *  *  • 
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Even  a  goat  won't  "goof  "...on  film 

The  advantages  of  film  are  virtu- 

ally limitless.  First,  you  can  produce 

a  show  that's  right— free  from  bugs. 

Next,  you  can  try  it  out— know  just 
what  audiences  think  about  it.  And, 

finally,  you  can  schedule  it  for 

maximum  effect  and  convenience. 

Yes,  you  can  save  time  and  money 

—get  a  better  show— when  you 

USE  EASTMAN  FILM. 

For  complete  information  write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

sf  Coast  Division 

342  Madison  Ave. 

New  York  17,  N.  Y. 

Midwest  Division 

130  E.  Randolph  Drive 

Chicago  1,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

Be  sure  to  FILM  IN  COLOR 

.  .  .  you'//  be  glad  you  did. 

or  W.  J.  GERMAN,  INC. 

Agents  for  the  sale  and  distribution  of  Eastman  Profess
ional  Motion  Picture  Films 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 



IxSIIO's  remote  control  tv  st 

KSHO  technician  at  Kay  Lab  master  control 

Spot  announcement  costs  have  been 
reduced  to  as  low  as  $6  each  and  live 

television  shows  ha\e  Itch  brought 

well  into  the  reach  of  small-community 
operators  through  remote  controlled 

station  equipment.  KSHO-TV,  Las 

Vegas,  now  being  operated  on  a  re- 
mote control  basis,  is  an  example  of 

how  such  a  set-up  can  be  made  to 

pa)  olT. 
Heart  of  the  operation  is  a  low-cost, 

low-power  studio  and  transmitter  pack- 

age engineered,  manufactured  and  in- 
stalled by  Kay  Lab,  an  electronics  and 

tv  equipment  firm  of  San  Diego.  Cali- 
fornia. 

tirfio   is  a   oti<*   man   operation 

KSHO-TV's  audio  and  video  signals 
are  controlled  completely  by  one  tech- 

nician per  shift  from  a  master  control 

panel.  The  technician  adjusts  all 

equipment,  including  focusing  and  lens 

changes  on  the  Kay  Lab  camera  chain-, 
the  Kay  Lab  film  chain,  Kay  Lab  slide 

projectors  and  all  audio  circuits  and 
adjusts  the  clarity  and  quality  of  video 
and  audio  signals. 

The  station  claims  to  be  the  first  in 

the  nation  to  transmit  on  an  around- 

the-clock  schedule  seven  days  a  week. 

(See  "Round-Up,"  19  March  1956.) 
Continuous  operation  was  made  possi- 

ble by  installation  of  duplicate  trans- 
mitter equipment.  The  two  units  are 

used  alternately  with  one  in  standby- 
category  while  the  other  is  being 
serviced. 

KSHO-TV  operational  policy  is  lo- 
cal in  all  respects  and  is  perhaps  best 

t\pified  by  what  is  described  as  tv's 
first  classified  advertising  program. 

Called  Tele-Views,  the  program  in- 
cludes typed  classified  ads  of  the  sort 

usualK    seen    in   newspapers. 

I  rofnf  ioo  of  "'Miss  I /J"  is  story  of  how  a  promotion  grew 
from  a  field  of  over  150  entries.  Walter 

Stewart's  release  describing  the  evolu- 
t;on  of  the  contest  was  exceptional  in 
that  in  itself  it  was  entertaining. 

It  read:  "My  really  big  problem  is 

a  mouthful  of  consonants  I  W'OTH-TV  I 
that  even  our  announcers,  trained  to 
know  where  their  bread  and  butter 

comes  from,  cannot  sax.  How  can  we 

expeel  the  public  to  tune  in  our  sta- 
tion if  the)  don  t  know  which  one  it  is. 

.  .  .  Someone  suggested  a  "Miss  18" 
foulest.  ...  It  started  out  to  be  just 

a  little  one  so  we  cound  find  a  pretty 

"irl  to  ciown  and  thai  would  be  that." 

"Pretty     little     girl"     who     became     "Miss     18" 

Photo-  of  dozens  of  beaut)  queens 
arrive  at  SPONSOR  in  an  attempt  to 

draw  attention  to  products  oi  stations. 

\lthough  mosl  of  the  girls  arc  pretty, 
space  allows  the  publication  of  onl\  a 

ver)  few  pictures  and  then  the  criter- 
ion is  usualK  the  fact  thai  the)  were 

pari  of  a  successful  promotion. 
From  \\  < ,  I II.  Hartford.  Conn,  comes 

word    of   the   selection    oi    "Mis-    !<>'' 

But  the  idea  grew.     "Each  girl  in  a 
1(1-  and  20-sccoiid  announcement  gave 

her  reasons  for  wishing  to  become 

"Miss  I!'.."  .  .  .  When  finally  the  girl 
was  named  and  prizes  given,  someone 

asked,  'Now  what  do  we  do  with  her?" 

"Now  station  IDs  are  being  pre- 

pared, filmed  promotions  are  being 
made  and  personal  appearances  are 

being  scheduled.  .  .  .  This  is  one  of  the 
few  times  a  promotion  man  can  walk 
with  his  head  held  high  and  not  be 

afraid  of  the  phrase  'There's  nothing 
new  under  the  sun'.  Who  cares  as 

long  as  you  can  rearrange  old  things'.-'"' •  •  • 

Half  million  fans  praise 
Grand    <>!<>   Opry    thru    mails 

Opryites   and    over   500,000   cards    and    letters 

A  suggestion  that  listeners  drop  a 
line  to  the  Grand  Die  Opry  television 

show  produced  more  than  500.000 
cards  and  letters  from  fans  anxious  to 

express  their  approval  of  the  famed 
country  music  spectacular. 

From  the  king-sized  stack  of  mail  re- 

ceived by  WSM-TV,  Nashville,  in  the 
weeks  following  the  telecast,  the  names 
of  10  winning  couples  were  drawn  on 
the  23  June  show  for  the  awarding  of 

expense-paid  trips  to  a  future  Opry 

performance. 
Opry  favorites  Roy  Acuff  and  Minnie 

Pearl  made  a  personal  appeal  on 
the  20  Ma\  ABC-TV  network  show  for 

country  music  fans  to  "write  a  card 
or  letter  to  Purina's  Opry,  to  let  us 
know  that  you  are  watching  our  show 

and  like  it."  It  was  reminiscent  of  the 
early-day  radio  appeals  for  listeners  to 
write  in  to  the  station. 

The  Opry  stars  added:  "Since  we're 
asking  you  to  do  something  for  us.  we 
want  to  show  our  appreciation  and  do 

something  for  you  in  return."  They then  announced  the  drawing  to  select 

the  10  couples  to  be  awarded  trips  to 
\a-h\  ille. 

About  10  stations  earn  Opry  live 

and  110  cam  the  -how  with  a  dela\  of 

from  one  to  several  week-.  On  the 

second  da)  after  the  letter  request  mail 
from  25.0(1(1  persons  had  arrived  at 
\\  SM-T\  .  In  les>  than  seven  days,  over 

230.000  cards  and  letters  had  been  re- 

ceived — a  rate  of  nearly  6.000  replies 
from  audiences  of  each  of  the  stations 

carrying  the  program  live.  *  *  * 
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'"Yon  can  take  it  with  you" 
is  WHDH's  summertime  tune 

Girls  gather  around  WHDH's  bouncy  message 

Bill  McGrath,  manager  of  WHDH, 

Boston,  is  betting  heavily  on  the  logical 

theory  that  what's  good  for  portables 
is  good  for  WHDH. 

Viewing  the  summer  months  as  an 

ideal  time  to  push  portable  radio  listen- 
ing. McGrath  has  launched  a  portable 

publicity  campaign.  A  special  budget 
of  approximately  $75,000  will  be  spent 

by  September  on  promotion  planned 

around  the  slogan,  "You  Can  Take  It 

With  You!" 
Newspapers  will  carry  1,000  lines  of 

ads  in  13  weeks  plugging  portable  lis- 

tening to  the  station's  features.  They'll 
be  preceded  by  teaser  ads  pushing 
portables  on  an  institutional  basis  with 
no  station  identification. 

Dividing  the  on-the-air  campaign 
into  segments  covering  every  possible 

use  of  the  portable,  ranging  from  enter- 
tainment and  information  through 

emergencies,  the  station  has  set  aside 

at  least  45  one-minute  units  of  news, 

weather  and  sports;  also  45  spot  an- 
nouncements, station  breaks  and  time 

signals  as  sustaining  portable  plugs. 

A  contest  tie-up  involving  depart- 

ment store  and  appliance  dealer  dis- 
plays with  portables  as  prizes,  is 

running  concurrently  with  the  news- 

paper and  on-the-air  promotion. 

An  unusual  aspect  of  the  promotion 

is  WHDH's  invasion  of  beaches.  Ten- 
foot  beach  balls  carrying  the  campaign 

slogan  and  the  station's  call  letters  are 
rolling  publicity  over  the  sands.  Eye- 

catching bathing  beauties  carrying  sun 
tatoos  with  the  same  information  have 

been  recruited  through  the  distribution 

of  free  portables.  One  unusual  gimmick 

is  the  appearance  of  the  "WHDH  Re- 

quest Wagon"   which   provides   beach 
(Please  turn  to  page  79) 

Put  your  money  where  the  people  are 

You  can  bet  your  coonskin  cap  that  the  folks  in  the 

picture  never  "wonder  where  the  yellow  went,"  never 

buy   cigarettes,    beer,    or    anything   else   you    advertise. 

Look  for  the  Raccoon  when  you  visit  the  far-flung  forests 

of  Michigan.  But  when  you  look  for  sales,  put  your 

money  where  the  people  are— on  WWJ,  famed  for  com- 

plete news  coverage,  sparkling  personalities,  and  pro- 

gramming that  holds  listeners,  moves  merchandise. 

70  per  cent  of  Michigan's  popula- 
tion commanding  75  per  cent  of 

the  state's  buying  income  is  within 
WWJ's  daytime  primary  area.  In 
the  Detroit  area  alone,  over  3V2 
million  people  drive  nearly  T/j 
million  cars  and  spend  over  $5 
billion  annually  for  retail  goods. 

WWJ AM  ond   FM 

RADIO 
WORLD'S    FIRST   RADIO   STATION 

Owned  ond  operofed  by   The   Detroit   News 

N8C  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 

9  JULY  1956 

53 



SERVICE  STATION 

SPONSOR     Rigg's  Service  Station  VGENCY:   Direcl 

CAPSULE  CAS1  111- 1  "in  Sports  Capsule  is  part  of 

\\l(---l\  "five-for-one"  plan,  whereb)  advertiser  spon- 

program  once  a  week  and  receives  a  60-second  an- 
nouncement that  da\  with  LO-second  commercials  on 

other  days.  Free  ice-scrapers  were  offered  during  a  time 
when  there  was  no  -now.  ice  <>r  cold  weather.  Within  a 

few  week-.  R  -  -  rvice  Station  had  4,800  calls  as  a  re- 
sult of  the  oiler — did  more  business  than  at  an)  other 

comparable  service  station  opening.   Show  cost  $80.00. 

tth  S-TV,  Springfield,  111. PROGRAM:  Sports  Capsule 
Fights 

TV 
results 

SAUCES 

MENS  SHIRTS 

SPONSOR  R> \(.l  M  \  :  Direcl 

l  M'-i  II  CAS1  HISTORY  Sears,  Roebuck  &  Co.'s  Tulsa 

retail  store  chalked  up  a  50^5  gain  in  sales  of  men's 
cotton  Bport  shirts  in  just  one  week,  following  a  noon 

show  demonstration  "f  the-  new  development-  and  uses 
of  cotton  fabrics.  R.  R.  McFadden  of  Sears,  Roebuck, 

who  merel)  used   i  sport  -liiit  a  veral  other  cotton 

items  to  illustrate  one  of  the  uses  of  cotton,  3tated:  "Sales 
have  been  50^  greatei  than  those  of  the  past  foui  or 

five  years.      Othei   Store-  al-n  r> ported  increases. 

K\ot»  l\.  TuJ   i.  Okla. PR(  n  .1:  \M    Spei  ial  demonstration 

SPONSOR:   Buitoni  F   I-  M.I  MY:  J.  Walter  Thompson 

<  VPS!  II  l  W  HISTORY:  As  a  major  part  of  a  26-week 
campaign  recently,  Buitoni  Foods  Corp.  sponsored  Life 

It  iili  Father  on  WI'IX.  In  a  subsequent  letter  to  the 

station,  the  following  was  written:  "I  just  wanted  to  go 
on  record  on  behalf  of  Buitoni  Foods  Corp.  as  to  the 

r •  —  i j J t  —  a<  hii\cil  via  our  sponsorship  of  Life  With  Father 
.  .  .  during  the  26  weeks  of  the  series,  the  Buitoni  sales 

increased  considerably."  He  said  that  this  was  a  fine 
part  of  a  campaign  in  which  75%  is  allocated  to  tv. 

WPIX,  New  York  PROGRAM:  Life  With  Father 

SHAMPOO 

SPONSOR:  Blondex  Shampoo  \GENCY:  FirestJ 

CAPSULE  CASE  HISTORY:      In    January,    1956,   Blond! 

decided  to  try  a  one-minute  test  announcement  on  T\ 

Steele's  Bandstand  in  order  to  appeal  to  what  is  primarS 
a  teen-age  market.     One  announcement  was  aired,  offij 

ing  a  free  sample  of  Blondex  Shampoo — a  shampoo 
pecially  for  blondes.     On  the  strength  of  this  announc 
ment,  Blondex  received  over  1,200  requests  for  sample 

As  a  result,  company  signed  up  for  two  announcement 

per  week  on  a  26- week  basis  via  Firestone  Advertising. 

WOR-TV,  New  York  PROGRAM:  Ted  Steele's  Bandsta\ 

PLUMBING  FIXTURES 

SPONSOR:  New  England  Pipe  &  Supply AGENCY:  Din  J 

CAPSULE  CASE  HISTORY:      New  England  Pipe  &  SupplyJ 

distributors  for  American  Standard  products  in  Fasten 
and  Northern  Maine,  began  using  tv  in  June.  1955,  witl 

Science  Fiction  Theatre  on  W-TWO.     During  1955,  firn 
devoted  90%  of  ad  budget  to  tv.     Recently,  it  purchase 

quarter  sponsorship  of  22  live  basketball  championshipl 
remotes.     This    combination    of    shows    upped    colored-] 
fixture  sales  35%.   Campaign  cost  amounted  to  $2,600. 

W-TWO,  Bangor,  Me. PROGRAM:  Championship  Basketbu 
and  Science  Fiction   Theaft 

POTATO  CHIPS 

SPONSOR:    Mr-.   Il,,u,\ AGENCY :   Maercklein-Nelwm 

CAPSULE  CASE  HISTORY:  Mrs.  Howe's  Potato  Chips 
has  been  a  well-known  local  product  using,  in  moderation, 
several  other  media.  On  3  October  1955,  company  started 

five  participations  a  week  in  Looney  Tunes,  with  a  live 

commercial  by  the  show's  m.c.  Show  runs  Mondav 
through  Friday  from  4:00-5:00  p.m.  After  the  first  month 
on  the  air,  sales  increase  in  potato  chips  was  over  25%. 

Increases  continued  in  following  months,  and  Mrs. 

Howe's  quickly  renewed  for  participations  on  WISN-TV. 
\\  1SN-TN.   Milwaukee,   Wise. PROGRAM:  Participatioaa 

LOANS 

•sPONSOK:  Farmer-  loan  &  Thrift  Co. VGENCY:  Direol 

CAPSULE  CASK  HISTORY:  Fanners  Loan  &  Thrift  began 

telecasts  from  the  station  on  15  March  1954.  Announce- 
ment schedule  met  with  immediate  success  as  reflected 

by  an  almost  KM)',  increase  in  outstandings  at  coin- 
pan)  s  Rochester  oflice.  and  by  business  increases  in 

Albert  Lea  and  Fairibault.  Minn.  Firm's  vice  president 
did  all  commercials  live,  four  nights  per  week  during  a 

regular  movie  break  at  10:45.  Shortly,  Farmers'  took 
sponsorship  of  half-hour  plays.    Cost:  $1«>5. 

KROC-TV,  Rochester,  Minn. PROGRAM   Top  Flays 



:  WISCONSIN 

Serving  \hdmdoLJfcg6  ard)mwj 

Now  interconnected  by  private  microwave  with 

WDMJ-TV  (100,000  ch.6)  Marquette,  Mich. 



JOE  NIAGRA 

9 
BOB  KNOX 

\£ 
TOM  DONAHUE 

TONY  BOURG 

FRED  KNIGHT 

RAY  WALTON 

PHILA 

Penna.'s Most 

Powerful 

Independent 

plus  bonuses 
for 

WIBG 

advertisers! 

plus  a  new 
selling 

sound  . . . ! 

CAR   CARDS 

on  the  most  traveled  transit  routes. 

OUTDOOR    BOARDS 

24  Sheet  &  Painted  Billboards  around  the  town. 

DIRECT   MAIL 

intensive,  frequent  mailings  to  select  lists. 

TRADE    PAPER 

scheduled  ads  in  leading  trade  papers. 

Pennsylvania's  most 
powerful  independent! 

WIBG 
10,000    WATTS 

SUBURBAN  STATION  BLDG .  PHILA.  3,  PA.,  Rl  6  2300 
NATL    REP.:    RADIO-TV    Repretentatives 

Neve  ilvvelopments  on  SPONSOR  stories 

Let's     s»'t     an     award     system     that's 
reallj   for  television 

2«  May   1956,  page  36 

Sllhjct't:      International    film    awards    slated    for fail  in  France 

In  main  respects,  the  award  system  which  Stuart  W.  Hyde  pro- 

posed in  his  recent  sponsor  article  on  "Emmy"  resembles  the  actual 
plan  that  the  International  Advertising  Film  Festival  has  been  spon- soring. 

Revolving  about  a  system  whereby  entries  are  judged  all  together 

over  a  four-day  period,  the  third  annual  Festival  will  go  into  gear 

from  15-19  September  in  Cannes  France.  1954  and  '55  Festivals 
were  held  in  Venice  and  Monte  Carlo  respectively. 

International  flavor  is  borne  out  not  only  in  geographical  location 

of  the  event,  but  also  in  that  ad  films  are  entered  from  many  coun- 
tries and  fall  into  a  variety  of  categories. 

Chief  prize  for  best  single  film  is  known  as  "the  Grand  Prix 
d'ISAS."'  It's  regarded  by  entrants  as  the  "Oscar"  of  advertising films. 

Awards  are  determined  by  an  international  "jury"  of  15  members, 
all  of  whom  are  leading  advertising  figures  in  the  countries  which 

they  represent. 
Says  Peter  Taylor,  secretary-general  and  director  of  the  Festival, 

"For  the  large  number  of  delegates  attending  the  Festival,  an  inter- 
esting program  has  been  arranged,  as  a  contrast  to  the  work  in- 

volved in  viewing  all  the  films."  *  *  * 

See:  How    to   sell  sausages  at  5:30  a.m. 

Issue:  1  1  June  1956,  page  37 

Subject:    King's  Country  sausage  polls  a  "first' 

Among  the  30  winners  in  Radio  Advertising  Bureau's  fourth 
annual  "Radio  Gets  Results"  contest  recently  was  WHAM,  Rochester, 
New  York.  That  station  scored  a  number  one  in  the  "miscellaneous" 
category  of  the  competition  for  results  obtained  on  behalf  of  its 

King's  Country  Sausage  advertising  account. 
Judges  Im  the  yearh  citations  were  as  Follows:  Howard  Bradley. 

Automotive  News;  Tom  Drohan,  product  manager  on  Instant  Spry 
for  Lever  Brothers;  Louis  Goodenough.  managing  editor  of  Retailing 

Daily;  and  Edward  Kruspack,  advertising  manager  of  lutomotive 

News.  They  judged  entries  on  the  basis  of  actual  results  turned  in 

for  the  sponsors  by  radio  advertising. 

According  to  an  RAB  spokesman,  "We  felt  that  the  success  story 
of  King's  Country  Sausage  merited  an  award.  And  because  it  fell 
into  none  of  the  standard  categories,  it  was  awarded  fn-l  place  in 

the  miscellaneous  division." 
In  the  1 1  June  1956  issue  of  SPONSOR,  the  historv  of  King's 

success  was  outlined.  Company  was  begun  as  a  cooking  bobby  for 

bus  driver  Floyd  King,  who  used  an  old  family  recipe  in  his  culinary 

pursuit.  Later,  encouraged  by  friends,  King  turned  the  avocation 
into  a  small  business — then  branched  out  (but  still  with  facilities  in 

his  own  home  and  backyard  I .  In  doing  30,  be  sparked  distribution 
through  WHAM  participations  and  shows,  adding  regularly  to  his 
air  schedule.  Now  King  concentrates  only  on  his  sausage  business. 

This  year  he  spent  $5,035  on  early-morning  radio  slots,  to  which  be 
attributes  most  of  the  success  of  a  $20,000  annual  gross.  k  k  k 

SPONSOR 



KSTP 
(LMUSICjiNEVI^ 

jCL MINNESOTA 

LAND  OF 

10,000  LAKES 

They're  bringing  $125  million 
into  KSTP  country! 

This  summer,  the  "Land  of  10,000  Lakes"  will 
be  host  to  more  than  a  million  and  a  half  non- 

resident vacationers.  And  while  they  are  in 
KSTP  country,  these  visitors  will  spend  over 
125  MILLION  DOLLARS. 

Ninety -five  percent  of  these  active-buying  trav- 
elers will  arrive  by  automobile,  which  means 

that  they  will  be  listening  to  the  powerful  voice 
of  KSTP  while  they  are  on  the  road  as  well 
as  during  their  stay. 
KSTP  offers  its  listeners  outstanding  enter- 

tainment including  the  finest  music  in  the  North- 

west and  up-to-the  minute  news,  weather  and 
sports  coverage.  And  to  advertisers,  KSTP 
offers  a  realistically-priced  package  rate  plan 
plus  the  top  radio  personalities  in  the  North- 

west to  do  an  effective  selling  job  for  you. 
Now  is  the  time  to  reach  the  active-buying, 

tourist-rich  market  which  KSTP  serves  and 
sells  so  well  .  .  .  For  further  details,  contact 
your  nearest  Edward 
Petry  office ...  or 
a  KSTP  repre- 

sentative today. KSTP 

50,000  WATTS 

MINNEAPOLIS  • 

PRICED  and  PROGRAMMED"  to  serve  today's  radio  needs! 
Represented  by  Edward  Petry  &  Co.,  Inc. 
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WROTE  COMMERCIALS 

I  Continued  from  page 

his  analyses  were  undoubtedly  among 
the  most  lucid;  his  fabulous  fund  of 

historical  knowledge,  abetted  1>\  his 
long  editorial  experience,  gave  him  a 

lective  few  men  could  aspire  to. 
He  was  always  convinced  thai  wars 

follow  a  pattern,  no  matter  in  which 

era  the)  are  fought,  and  that  battles 

are  won  bj  strategy,  above  all  else.  In 
relating  the  events  <>f  \\  orld  \\  ar  Two. 
he  would  superimpose  the  battle  zones 

over  the  map  of  \  irginia,  with  the  re- 

sult that  he  would  compare  tli<'  activity 
in  Salerno  with  an  explanation  like. 

"The  enem\  i>  advancing  in  an  area 
about  the  length  of  Horsepen  Road, 
while  our  troops  are  bivouacked 

around  Three  Chopt." 

I  hi-  brought  the  progress  of  the 

struggle  realistic  ally  home  to  Dr.  Free- 
man's listeners — too  realistically,  in 

the  case  of  the  two  business  nun.  who 

driving  hark  to  Richmond  after  a  trip 
north,  were  momentarih  stunned  to 

hear  Dr.  Freeman  figuratively  refer- 
ring to  the  bombing  ( he  called  it 

"bumming")  of  the  town  of  Short 
Pump,  a  Richmond  suburb. 

Purists  of  diction  got  nowhere  with 
the  Doctor.  His  verbal  disfigurations 

and  mal-pronunciations  were  like 
trademark-.  He  stuck  douuedlx  b\  the 

Old  \  irginia  pronunciation  of  "gyar- 
den,"  although  he  tailed  a  car  a  car. 

It  was  his  opinion  that  the  "t"  in 
"often"  was  in  there  for  a  purpose, 
and  he  sounded  it  vigorously  whenever 
lie  used  the  word,  which  was  of/en.  He 

advocated  more  amicable  relations  be- 

tween "umployer  and  umployee,"  al- 
ways  pronounced  question  as  though 
it  were  '"quesh-ton."  During  periods 
when  the  news  was  particularly  bulky, 

he  would,  with  apologies  to  his  lis- 
teners, speed  up  prodigiously  on  his 

normally  snail-paced  delivery,  and  it  is 
impossible  to  estimate  how  many 
shorthand  students,  who  customarily 

practiced  their  dictation  setting  down 
his  broadcasts,  were  frustrated  for  the 

day  by  the  sudden  speed-up. 
Vagaries  of  diction  were  embroidery 

that  gave  the  language  vitality,  as  he 
-tu  it.  but  there  was  no  compromise 
to  be  made  with  excursions  from  the 

hard-beaten  paths  of  grammar  and 
s\  ntax.  Though  I  had  been  writing 

for  a  number  of  years  before  I  ran  up 

against  the  Dr.  Freeman  assignment, 
I    had    been    splitting    infinitives    with 

I.     ><•!*•  stations  on  air* 
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Twin    City    Ana    Education.il    Television 
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1ST  YEAR 
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ABERDEEN,   S.   D. 
SALEM,    ORE. 

23  June 

23  June 

1.68 
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Aberdeen   Television   Co. 

Salem    Television    Co. 

BOX  SCORE 
U.  S.  stations  on  air 

Markets  covered 
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•Both  new  c.p.'s  and  nations  going  on  the  air  listed  here  are  those  which  occurred  between 
16  June  and  23  June  or  on  which  Information  could  bo  obtained  in  that  period.  Stations 

aro  considered  to  be  on  the  air  when  commercial  operation  starts.  "Effective  radiated  power. 
Aural  power  usually  Is  one-half  the  tlsual  power.  •••Antenna  height  abovo  average  terrain  (not 
abore  ground),  tlnformatlon  on  the  number  of  seta  In  markets  where  not  designated  aa  being 

from  NliC  Research,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approxi- 

mate. "Data  from  NT1C  Research  and  'Manning.  NFA:  No  figures  available  at  prewllme 

on  seta  In  market.  'Community  would  support  proposed  lower-power  station  at  least  three  yean, 
or  until  such  tlmo  as  11  becomes  self-sustaining.  ^Presently  off  air,  but  still  retains  C  P. 
■Non   commercial.     *Above  ground. 
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Access  road  to  radio  relay  station,  Rocky  Point,  Nevada. 

A  TV  CHANNEL  IS  PART  ROAD 

The  more  than  500  radio  relay  towers  of 

the  Bell  System  are  found  in  all  imag- 

inable types  of  terrain  from  a  Nevada 

mountaintop  to  the  roof  of  a  New  York 

skyscraper.  Yet  each  must  be  accessible 

for  maintenance  in  any  season,  and  under 

any  weather  condition. 

So  the  Bell  System  builds  roads  which 

help  insure  dependable  network  service 

for  the  television  industry.  In  bad  weather, 

jeeps  or  specially  designed  snow  tractors 
are  needed  in  some  locations. 

For  a  radio  relay  network  is  more  in- 
volved than  it  might  appear.  It  needs 

access  roads  .  .  .  and  generators  for  stand- 

by emergency  power.  And  it  requires  a 

skilled  corps  of  highly  trained  mainte- 
nance experts  across  the  nation,  always 

available  when  trouble  occurs. 

Every  Bell  System  relay  station  is  a 

combination  of  all  these  many  elements. 

Together  they  help  insure  the  best  tele- 

vision transmission  it  is  possible  to  pro- 
vide across  almost  70,000  channel  miles. 

BELL    TELEPHONE      SYSTEM 

PROVIDING  INTERCITY   CHANNELS  FOR 

NETWORK  RADIO  AND  TELEVISION  THROUGHOUT  THE  NATION 
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habitual     and     reckless     abandon     all 

along  the  \\a\ . 
accidents  would  rouse  Dr. 

Freeman's  ire  to  such  a  pitch  that  he 
would  interrupt  the  announcer  to  cor- 
rect  the  sacrilege  immediately.  It  took 

him  about  a  year  to  curt'  me.  Once, 
on  the  da)  after  Thanksgiving,  I  wrote, 

'To  be  perfectl)  practical  about  it.  the 
time  to  really  dress  the  turkej  is  the 

day  after  Thanksgiving."  This  was  as 
far  as  the  announcer  not  and  as  far 

as  the  program  went,  newswise,  for 

the  morning.  The  offending  split  in- 
finitive and  its  hapless  author  were  at- 

tacked full  force  for  the  rest  of  the 

broadcast  Many  listeners,  thinking 
that  Dr.  Freeman  was  referring  to  the 

four  opening  words — "To  be  perfeciK 
practical" — took  him  to  task  by  tele- 

phone. The  next  day,  he  himself  re- 
read the  commercial,  with  thundering 

and  hitter  emphasis  upon  "to  really 

dress  the  turkej  ." 
Dr.  Freeman's  near-infallibility  for 

reporting  and  analyzing  without  script 
or  notes — his  remarkable  memory  for 

name-.  pla<  es  and  events,  continued  to 
be  almost  unbelievable  dirough  the 
years.    Only  twice,  to  my  knowledge, 

AT    ANY   TIME  OF   DAY 
CHANNEL  lO   GETS  THE 

BIGGEST  ROCHESTER 

AUDIENCES! 

moRmnGS 

63.4% 
AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 

LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR    1956) 

flfTERflOOnS. 

AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 

LATEST  AVAILABLE  TELEPULSE  FOR   ROCHESTER  (MAR     19S6) 

jO± 

AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 

LATEST  AVAILABLE   TELEPULSE   TOR   ROCHESTER  (MAR     1956) 

WRITE  US   TODAY  FOR 
CHOICEST  AVAILABILITIES 

IN  ROCHESTER' 

CHA 
175.000       WAflJ 

OM  ■  ATTD     IHAI  I      t    mi      ■  . 

WMIt  -TV        ANO        WVIT      TV 

V  H  F 

«C      a  i  f  m  i  *  r ( 

ROCHESTER,  N.Y. 

EVERETT  McKINNEY    INC    •  NATIONAL  REPRESENTATIVES  •  THE  BOILING  CO..  INC. 

did  he  bog  down  on  the  air.  Once, 

during  the  World's  Series,  he  em- 
barked on  a  long  soliloquy  on  base- 

ball, and  wound  up  by  naming  the 

losing  team  as  the  winner  of  the  Series. 
On  another  occasion,  he  delivered 

a  beautiful  eulogy  to  a  close  friend 
and  associate  of  his  in  announcing  the 

death  of  the  man,  pointing  out  his  nu- 
merous accomplishments,  referring  to 

his  forceful  personality,  bis  outstand- 

ing family.  Then,  at  the  crucial  mo- 

ment, the  deceased's  name  escaped  Dr. 
Freeman.  There  was  just  the  barest 
instant,  of  silence,  as,  conveying  his 

plight  in  eloquent  sign  language  to  the 
announcer,  Dr.  Freeman  went  on  to 
drain  more  facts  about  the  man  from 

his  memory,  while  the  announcer  ran 

to  get  a  paper  and  look  up  the  gentle- man's name. 

His  split-second  studio  entrances 
were  unknown  to  his  radio  audiences. 

Everybody  knew  that  his  working-day 

began  at  four-thirty  a.m.,  and,  indeed, 
he  sounded  as  though  he  had  been 

waiting  for  his  listeners  since  dawn. 

Once,  they  may  have  had  an  inkling 

that  the  Doctor  had  put  in  a  hasty  ap- 
pearance. Coming  on  the  scene  visibly 

ruffled,  he  began  with,  "You  will  par- 
don me,  ladies  and  gentlemen,  while  I 

ask  my  young  colleague  here  if  he  will 
be  kind  enough  to  fetch  my  cap.  which 
blew  off  as  I  came  across  from  my 

office.  I  would  have  retrieved  it  my- 
self, but  I  would,  as  a  result,  have  been 

late  for  my  appointment  with  you." 
It  was  a  mandarin-type  cap,  and  was 

an  affectation  resulting  from  a  trip  to 

the  Orient,  in  1945.  He  ostensibly 

wore  it  to  protect  his  balding  bead 
from  drafts — but  the  truth  was  that  he 

surreptitiously  enjoyed  observing  peo- 

ples' reactions  to  the  sight  of  it  atop 
his  head. 

As  the  years  wore  on,  I  grew  more 
bold  in  carrying  out  my  part  of  the 

programs,  but  it  was  never  easy  for 
me  to  foresee  whether  Dr.  Freeman 

was  going  to  praise  the  idea,  as  he 

occasionally  did  - —  or  take  offense. 
Take  offense  he  did,  and  in  retrospect 
1  know  that  1  acted  in  the  worst  of  bad 

judgment,  upon  the  occasion  when 
Time  magazine  made  Dr.  Freeman  the 
-nliject  of  its  cover  and  a  lengthy  arti- 

cle. Somehow,  I  felt  duty-bound  to 
make  some  reference  to  it  in  the  com- 

mercial, so  I  prefaced  the  milk-plug  by 

saving  that,  since  it  was  manifest  that 
Time  readers'  attentions  bad  undoubt- 

edly been  captured  and  held  by  the 
cover  and  the  feature  article  in  that 

week's  issue,  I  would  take  my  text  from 
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We  see  by  the  papers  that  the  Ivy  League  has  discovered  tin- 

cap.    What  with  the  return  to  gear  shifts,  natural-shouldered 

trousers,  and  knickers  that  are  Plus  4's  minus  3,  we  guess  any 

minute  now  the  Ivy  League  will  discover  radio. 

Were  ready  for  'em.    We  never  been  away. 

WMT   •   CBS  for  Eastern   Iowa 

Radio   and  tv  done   reasonable 

National  Representatives: 

The  Katz  Agency 
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the  back  of  the  book,  in  the  column 

beaded  "Miscellany."  I  then  pro<  eeded 
tn  quote  some  flippant  odd  fact  from 
that  department  to  tide  me  into  the 
commercial. 

Dr.  Freeman  was  furious,  and  I 

don't  blame  him. 
Another  time.  I  took  a  chance  on  a 

recipe.  Dr.  Freeman  was  a  voluble 
enthusiast  for  Southern  Colonial  cui- 

sine. Somehow,  I  came  In  his  own 

persona]  recipe  for  \  irginia  corn  pone, 
and.  on  the  da\  when  the  subject  ol 
m\  commercial  was  Richmond  Dairy 
Golden  Churn  Buttermilk,  I  quoted  the 

recipe,  giving  credit  for  its  origin  to 

"a  certain  well-known  \  irginia  editor. 

historian  and  news  analyst,"  then  tied 
in  with  the  locally-obvious  fact  that 
authentic  com  pone  and  buttermilk 

are  the  essence  of  good  eating,  South- 

ern >t\le.  I  his  wasn't  long  after  the 
Time  fiasco,  and.  as  I  listened  to  the 
announcer  read  what  I  had  written,  I 

was  tempted  to  run  while  I  could  still 

gel  away.  The  Doctor  was  enormously 
pleased  w  ith  the  commercial. 

Once,  when  relations  had  been  re- 
markably  amicable  over  a  period,  I 

finalh  got  uji  courage  to  do  what  I  had 

An  $899,481,000 

Buying  Power  Market! 

y 

MORE  AUDIENCE 
than   any  other  TV  station   in  the 
rich  heart  of  Louisiana 

FROM    5:00  P.  M.  to   SIGN   OFF 
(Monday  thru  Friday) 

WBRZ     rated    highest    in    125    quarter    hours   out 
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-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ   2 
BATON    ROUGE,     LOUISIANA 

Power:  100,000  watts    Tower:  1001  ft. 

NBC-ABC 
Represented  by   Hollmgbery 

been  dreaming  of  doing  for  a  long 
time.  The  war  was  at  its  height,  and 

I  longed  to  be  a  foreign  correspondent. 
I  knew  that,  if  Dr.  Freeman  saw  it  my 

way,  his  influence  and  assistance  would 
be  invaluable. 

I  took  care  to  be  at  his  office  door 

at  the  split  second  of  my  appointment. 

His  secretary  gave  me  entrance.  Dr. 
Freeman  was  not  at  his  desk,  but  was 

lying  belly-buster  on  an  old  backless 
bench,  waving  his  arms  and  kicking 

his  feet  rhythmically.  By  his  side  was 

a  muscular  young  swimming  instruc- 
tor, whom  the  Doctor  had  summoned 

to  his  office  to  teach  him  to  swim  in 

spare  moments.  We  all  knew  about 
this  arrangement,  which  had  been  in 
effect  for  some  time.  These  dry  runs 

would  go  on  intermittently  through  the 
week.  Then  on  week-ends  the  pupil 

would  take  a  trial  dip  by  himself  in 
real  water.  The  following  week,  the 
instructor  would  be  summoned  again, 
for  more  office  tutoring. 

Dr.  Freeman  rose  from  the  bench 

with  customary  dignity,  came  and 

kissed  me  on  the  forehead — a  welcom- 

ing procedure  for  all  ladies  who  visited 
his  office. 

I  told  him  that  I  didn't  want  to 
usurp  his  swimming  lesson  time.  He 
thanked  me  and  said  that,  with  my  per- 

mission, he  would  continue  as  we 
talked. 

Plunging  in  right  away,  I  told  him 

that  I  wanted  to  be  a  foreign  corre- 
spondent. He  interrupted  his  strokes 

in  astonishment,  and  gently  treaded 

water  while  he  digested  this  ambition. 
Finally,  he  scowled  at  me,  and  gave 

me  his  opinion  of  voung  women  who 
went  off  to  get  into  the  thick  of  the 

fighting — particularly  of  young  women 

as  ill-equipped  for  such  a  job  as  I  was. 

In  the  first  place,  he  said,  I  didn't  have the  necessary  command   of  languages. 

"I  have  French,"  I  countered  defen- 

sively— and  ill-advisedly. 
"Lei  >  hear  it.    he  commanded. 

I  splutttered  a  few  unintelligible 
school-book  idioms,  we  both  started  to 

laugh,  he  rose  from  the  swimming 
bench.  kissed  m\  forehead.  and 

lli. inked  me  for  coming  to  see  him. 

"1  on  can  write.  Nell,"  he  said  by 
wa\  of  consolation,  and  then  added, 

cautiously,  "some  day." I  headed  back  across  the  cat-walk  to 
the  studios. 

Dr.  Freeman  gave  me  only  one  bad 

scare  during  the  latter  years  of  our 

loose-hinged  relationship.  As  time 
mellowed  him,  he  became  ever  more 

favorably-inclined   toward   people  and 

6? SPONSOR 



16,237  visit  "White  Columns"  in  7  weeks 
In  the  friendly  vernacular  of  Dixie, 

we  said,  "Come  see  us!"  The  public 
invitation  was  tendered  immediately 

after  the  formal  opening  of  "White 
Columns"  April  8.  Just  three  little 
words  —  but  what  response! 

Our  neighbors,  those  who  know 
us  best,  have  come  to  see,  marvel, 

and  share  with  us  a  civic  pride  in  the 
wonders  of  this  modern  home  of 

broadcasting  and  telecasting.  School 

children  by  the  bus-loads,  civic  clubs, 
church  groups,  college  students, 

adults,  teen-agers  from  far  and  near. 

And  they're  still  coming! 
The  experience  imbues  us  with 

grateful  humility.  It  is  evidence  for 
us,  and  for  all  who  use  the  facilities 
of  these  stations,  that  a  dedication 
to  service  in  the  Public  Interest  earns 
heart-warming  rewards. 

WSB  and  WSB-TV  are  affiliates  of  The  At- 
lanta Journal  and  Constitution.  Represen- 

tatives are  Edw.  Petry  &  Co.  XBC  affiliate. 

Leadership  is 

traditional  .  .  . 

'White  Columns"  is  the  home  oj  WSB  Radio  and  WSB-TV  in  Atlanta 
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things  in  general.  He  got  the  whimsi- 
cal notion  that  he  would  interview  me 

on  hi*  noon  broadcast,  one  day  when 

news  was  sparse.  I  !<■  sent  me  word  to 
be  available  when  the  day  came,  and 

made  only  one  stipulation:  that  I  was 
not  to  say  that  I  wrote  commercials 
several  weeks  in  advance,  as  I  had  to 

do.  to  get  the  sponsor's  approval — but 
rather  to  give  the  impression  that  they 
were  sort  of  spontaneous,  like  his  news 
commentaries.  1  had  no  idea  what  he 

might  ask  me,  or  what  I  might  come 
up  with  extemporaneously,  in  reply. 

For  months.  1  est  aped  furtively  out 

the  hack  door,  or  into  the  ladies' 
lounge,  al  the  moment  he  was  due.  It 

was  onlv  after  he  resigned  his  news- 
paper editorship  ami  continued  his 

broadcasts  from  hi-  study  at  home, 
that  1  felt  reasonably  safe.  Evading 
him  was  an  unappreciative,  ungracious 

thing  to  do,  but,  for  some  reason.  I 
fell  that  the  interview  should  never 

<  ome  oil.    Il   never  did. 

Winn  Dr.  freeman  died,  in  the  af- 

ternoon after  doing  his  regular  broad- 
casl  on  Saturday,  30  June  L953,  it  was 
revealed  that  just  a  week  earlier,  he 
had  written  out  detailed  instructions 
for  the  conduct  of  his  funeral.    Those 

from  the  radio  station  who  attended 

recognized  that,  in  this  final  plan  of 
his.  his  sense  of  timing  was  perfect,  as 

always.  His  funeral  ran  exactly  twenty- 
nine  minutes  and  thirty-seconds — the 
traditional  radio  half-hour!         *  *  * 

AGENCY  AND  FILM 
(Continued  from  page  36) 

and  facilities  be  available  immediately 

to  the  producer  when  he  needs  them. 

Even  more  important  is  that  the  pro- 
i  know  how  and  where  to  get 

tin  in.  and  at  the  same  time  be  suffi- 

ciently creative,  experienced  and  au- 
thoritative to  put  them  to  good  use 

liter  he  has  obtained  them. 

There  is  one  more  general  qualifica- 

tion which  we  expect  in  a  producer — 
financial  stability. 

Can  this  firm  be  counted  on  to  com- 

plete the  job  or  will  we  he  forced  to 
step  in  and  meet  payrolls  so  that  our 
client  can  have  a  completed  film? 
Will  the  monies  which  we  may  advance 

in  progress  payments  be  safeguarded, 
or  will  we  he  faced  with  a  sudden  de- 

mand for  additional  payments  ahead 

of  schedule?     We  expect  this  kind  of 

You  Reach  the  Home-Polks 

When  You  Ride  the"Locals" It  had  an  18.2  rating  in  February  1956  Telepulse. 

It  is  available  for  Class  "C"  Participations 
Monday,  Tuesday,  Wednesday  and  Friday,  1  ::!(»- 
5:00  P.M.  (Sorry,  Thursday  is  sold.) 

It  is  VARIETY  SHOW  .  .  .  WTAR-TV's  own 
low-cost,  spritely  half-hour  that's  doing  such  "nip- 
ups"  for  Advertisers  that  it  takes  two  people  to sort  the  fan  mail ! 

TALENT  .  .  .  F.m-Ceed  by  Jeff  Dane,  singing 

personality  who's  been  on  "The  Steve  Allen  Show", 
"Toast  of  the  Town",  "All  Star  Review."  He's 
abetted  by  lovely  Ruth  Raye,  the  combo  and  a 
host  of  local  talent. 

To  get  the  full  story  of  VARIFTY  SHOW  that 

sells  WTAR-TV's  five  city*  market  .  .  .  write  or 
call  your  Petry  man  or  WTAR-TV,  Norfolk,  Va. 

CHANNEL 

NORFOLK  VA 

Ri  presented  hit  Edward  Pctry  &  Co.,  Inc. 

financial   stability    and    integrity    from 

a  producer. 
An  agency,  above  all  else,  should 

expect  a  producer  of  films  to  mind  his 

P's  and  Q's.  And  there  are  a  lot  of 

very  specific  P's  and  Q's.  Here  are 
just  a  few  of  them: 

Professionalism — Whether  the  pro- 

ducer is  large  or  small,  professional- 
ism is  a  must. 

A  professional  producer  can  readily 

be  distinguished  from  the  entrepreneur 

with  a  few7  risk  dollars  and  a  yen  for 
a  fast  buck,  and  from  the  advanced 

amateur  who  has  a  nodding  acquaint- 
ance with  the  business.  The  really  pro- 

fessional producer  brings  to  any  job 

accurate  camera  work,  well-lighted  and 
well-exposed  scenes  and  smooth  editing. 

More  than  this,  he  should  be  a 

professional  commercial  producer. 
Whether  the  film  is  a  half-hour  trip 

through  the  plant  or  a  20-second  tv 
spot,  the  professional  producer  never 

takes  the  attitude  "Oh  well,  that's  good 

enough — after  all.  it's  onlv  a  commer- 

cial!" 

This  professionalism  springs  both 

from  a  liking  for  and  an  understand- 
ing of  the  advertising,  merchandising 

or  public  relations  field — and,  even 
more,  a  respect  for  the  working  film 
as  distinguished  from  the  entertaining 

film.  I  have  found  this  respect  notice- 
ably lacking  here  and  there.  Most 

usually  it  is  lacking  in  production 
firms  who  have  recently  entered  the 

commercial  field  from  the  entertain- 
ment field.  Directors  accustomed  to 

developing  a  dramatic  situation  are 

puzzled  by  the  requirements  of  de- 
veloping an  urge  to  buy  a  product. 

I  .lit  ors,  who  for  years  have  developed 

a  sixth  sense  in  timing  for  entertain- 
ment films,  cannot  quickly  adapt  to 

the  different  standards  of  a  one-minute 

spot.  The  theatrical  budget  control 
man  sometimes  cannot  understand  the 

niggardly  amount  of  money  he  is  al- 
lowed to  spend  on  a  commercial. 

Performance — The  second  P  that 

every  producer  should  mind  is  per- formance. 

There's  a  big  difference  hetween 
performance  and  promises,  but  too 

often  an  enthusiastic  producer-sales- 
man takes  the  attitude  that  they  are 

the  same.  Performance  is  that  extra 
ounce  ol  effort  it  takes  to  get  a  rough 

cut  done  at  2:30  when  the  client  ex- 

pects il  at  2:.">0.  Performance  is  de- 
li\er\  on  time  within  the  budget. 

Performance  is  also  following  through 
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What  requirements  most  a  station  have  to  serve 

you?  KENS,  now  located  in  its  new,  modern, 

folly  equipped  building,  can  give  you  any  tele- 

vision and  radio  service  being  offered  any- 

where —  two  gigantic  studios  with  complete 

facilities,  network  quality  montages,  "supers", 

split  screens,  vertical  and  horizontal  wipes  (in 

fact,  anything  being  done  in  television  today) 

offering  the  finest  services  available  to  KENS 

and  KENS-TV  advertisers. 

CBS  IN  SAN  ANTONIO 

KENS-TV EXPRESS  NEWS  STATION 

SAN    ANTONIO,  TEXAS 
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on  deli\er\  of  good  print-,  accurately 

labelled  and  shipped  to  the  right  per- 
son and  arriving  on  time. 

People  Another  P  stands  for  peo- 

ple.  B)  people  1  don't  mean  person- alities. 

Scientifically,  1  suppose  personality 
has  no  \er\  high  standing.  Unfor- 

tunately, personalities  are  probabl)  the 
main  reason  why  Agencj  A  likes  Pro- 

du<  ei  \  while  Vgencj  B  prefers  Pro- 
ducer ^  .  I  hese  preferences  too  fre- 

quentl)  are  based  on  nothing  more  than 

;.    mutual    liking    for  gin    and    bitters. 

I  his  attraction  of  personalities  is  not 
what  I  mean  when  I  say  that  an 

agenc\  expects  a  producer  to  provide 

tin-  right  people  for  the  right  job. 

To  put  a  high-style  director  on  a 
job  involving  the  molecular  structure 
oj  a  petroleum  polymer  is  whimsical, 
lo  say  the  least.  A  scenic  designer 
(If  on  a  Frank  Lloyd  Wright  kick  is 

hardly  the  man  to  do  the  sets  for  a 
mid-Victorian  living  room.  The  di- 

rector of  300  one-minute  spots  is  not 

likely  to  understand  very  well  the 

problems  of  an  all-dialogue  comedy. 

NOTICE  OF  CHANGE 

IN  REPRESENTATIVES 

Effective  July  1,  1956,  WGN-TV  is  being  represented 

on  the  West  Coast  by  Edward  Petry  Co.,  Inc. 

All  other  sections  of  the  country  are  being  handled  by 

VV<  rN-TV's  staffs  in  New  York  and  Chicago. 

Our  New  York  ollicc  is  at  220  East  42nd  Street,  New 

York  17,  New  York,  Ml  tray  Mill  2-7545.  Our  Chicago 

address  is  441  N.  Michigan  Avenue,  Chicago  11,  Illi- 

nois. Michigan  2-7600. 

Please  contacl  us  ai  am  time  for  the  top  availabilities 

in  Chicago. 

Telecasting  With 
MAXIMUM   POWER 

From   The 

HIGHEST  TOWER 

WGN-TV 
Chicago  Q 

\n\  agency  should  expect,  and 
even  demand,  that  the  producer  assign 

his  people  wisel)    to  the  job  at  hand. 

Now  for  a  few  Q"s  which  we  expect 
a   | producer  to  mind. 

Questions — Not  only  just  asking 

questions,  but  when  to  ask  them. 
Too  many  times  when  we  have 

called  a  producer  about  a  certain  script 
or  scripts.  the\  are  picked  up  by  a 

messenger,  \la\be  _' 1  hour.-  later  we 
get  a  telephone  call  saying  these  scripts 
can  be  done  in  five  weeks  at  a  cost  of 

X  thousand  dollars.  Can  you  blame 

the  agency  if  there  are  some  doubts 
about  this  sort  of  an  estimate?  How 

big  is  that  living  room  set?  Why  is 

it  that  big?  Who  is  supposed  to  sup- 

ply that  art  work  in  shot  six?  Who 

does  the  agency  want  for  a  narrator — 
Joe  Doe  at  scale  or  Richard  Roe  at 

overscale? 

There  are  other  questions  of  a  slight- 

ly different  type  but  which  can  lead 
to  better  interpretation  of  a  script. 

For  instance — \\  by  are  the  sets  so 
definitely  upper  income  in  tone?  Why 

so  little  narration?  Why  so  much? 

Questions  like  these  will  help  the  ] pro- 
ducer reallv  understand  what  he  is 

expected  to  put  on  the  screen  and 

why. 

There  is  a  third  category  of  ques- 
tions which  we  hopefully  expect  and 

seldom  hear.  These  questions,  asked 

at  the  right  time,  are  more  valuable 
than  pearls  and  rubies,  and  roughly 

about  twice  as  rare!  They  are  a  plu- 
value  to  the  agency. 

Not  too  long  ago  we  were  about  to 

produce  a  commercial  which  was  then 
designed  to  he  shot  extei  LOl  Ml  streel 

corners,  in  drug  stores,  at  a  bus  stop. 

Then  came  a  producer  question:  "Have 
you  ever  thought  of  doing  it  with 

flats  painted  to  suggest  these  locations 

— just  outline  drawings?"  We  hadn't, 
lranklv.  This  producer  question  as  to 
treatment  lifted  the  spot  out  of  the 

ordinary  and  lowered  the  cost  to  the 
client.  Producers  have  a  lot  of  good 

ideas  and,  too  frequently,  the  agenc\ 
does  not  take  advantage  of  this  pool 
dt   knowledge. 

Quality       I  it-    consider     another     Q 
like  the  weather,  everybody  talks 

about  it.  like  the  weather  it  differs 

From  place  to  place  and  from  time  to time. 

( Ince  the  propel  questions  have  been 
isked  and  answered,  anj  producer 

should  l»-  able  to  pro>  ide  the  quality 

necessar)  foi  thai  job.  After  all, 

qualit)   i-  a  measure  of  the  suitability 
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of  the  finished  product  to  the  pur- 
l  is  intended  to  serve.  Differ- 

ences of  quality  obviousl)  mean  a  dif- 
ference in  cost.  It  is  up  to  the  pro- 

ducer to  make  these  quality  judgments 
on  the  basis  of  technical  knowledge, 

the  budget,  the  commercial  usage  the 
film  will  get.  We  cannot  expect  this 
whole  burden  to  fall  on  the  producer, 
but  we  do  expect  him  to  share  it. 
There  is  a  time  to  cut  corners,  and 

thereby  quality,  and  there  is  a  time 

when  it  should  not  be  done.  'I  he  agen- 

cy expects  a  producer  to  be  flexible 
enough  to  do  this. 

Quotations — There's  one  more  Q  we 
expect  a  producer  to  mind — quotations. 

An  agency  expects  these  to  be  ac- 
curate and  firm.  If  there  are  any 

if's,  and's  or  huts  involved,  we  ought 
to  know  about  them  at  the  start.  Noth- 

ing is  more  unsettling  to  an  agency- 
<  lieni  relationship — and  to  an  agency- 

producer  relationship — than  a  sudden 

discover)  that  there's  an  extra  cost for  something. 

WHEC 

WALLOPS 
YOUR 

SALES  MESSAGE 
RIGHT  INTO  THE  HEART  OF  THE 

RICH  ROCHESTER  AREA! 

You  pack  plenty  of  sock 

when  you  bat  out  your 

sales  message  over  Sta- 

tion WHEC,  the  Station 

that  most  Rochesterians 

listen  to  most  of  the  time! 

We  call  your  special 

attention  to  our  consist- 

ently highly  rated  day- 
time hours.  ALL  of  the 

Top  Ten  daytime  radio 

shows  are  carried  by 

WHEC!  .  .  .  Write  today 

for  availabilities. 

BUY   WHERE   THEY'RE   LISTENING. 

WHEC jfficAetfa NEW   YORK 

5,000   WATTS 

IVIMIT  M.KINNF.T.  In,    Htm  fo.4.  Cfcwooo,  If  E  F    OXONNEU  CO  .  lot  Atwlri  So*  hoot. 

A  quote  on  the  price  of  a  ldm,  on 
a  remake  or  on  a  new  sound  track  had 
best  be  well  considered.  It  should 

be  clear  and  as  detailed  as  necessary. 

If  you  figure  there  is  one  day  of  ex- 
terior shooting,  say  so — but  add  that 

additional  location  days  because  of 

weather  delays  will  cost  so  much  extra 

per  diem. There  is  another  sort  of  quotation 
we  expect. 

Suppose  you  have  a  film  contract. 
Suppose  either  client  or  agency  decides 

at  rough-cut  stage  to  do  additional 
photography.  The  agency  has  every 
right  to  expect  a  quotation  on  this 
new  work  within  a  matter  of  hours. 

1 1  must  be  okayed  and  authorized  by 

the  client,  and  at  this  point  speed  and 
accuracy  are  important. 

An  agency  expects  quotations  to  be 
accurate,  complete  and  (sometimes) 

fast.  We  normally  expect  such  a  quo- 
lal  i<m  in  from  two  to  three  working 

days.  Abnormally,  an  agency  may 
want  it  in  five  hours. 

To  sum  up.  an  agency  expects — 

hopefully  and  optimistically — from  a 
producer:  (1)  a  degree  of  specializa- 

tion. 12)  a  readv  supply  of  services 

required  l>\  the  joh,  (3)  financial stability. 

Those  P's  and  Q's  an  agency  ex- 

I  '  is  a  producer  to  mind:  profession- 
al i-m,  performance,  people,  questions, 

quality  and  quotations.  *  •  • 

ORKIN  ON  TV 
(Continued  from  page  33) 

holders  that  one  poof  of  the  Orkin  gun 

and  the  bugs  are  -one  forever.  As 
Robbin  sa\ s: 

"So  long  as  groceries  are  delivered 
to  the  kitchen,  so  long  a~  there  are 

water  pipes,  so  long  as  there  are  care- 
less  neighbors,  so  long  as  food  is  kept 
in  the  home,  there  will  be  insects  and 
i  odents. 

There'll  be  more  of  them,  naturally, 
in  climates  which  are  hot  and/or 

humid,  which  is  win  opportunistic 

Otto  Orkin  went  South  in  the  first 

place. 

\  Latvian  immigrant,  young  Otto 

started  out  in  business  helping  his 

brothei  l>\  selling  ral  poison  in  small 

papei  bags  from  house  to  house. 
Ilii-  was  in  the  North,  bul  as  word 

of  the  pest  situation  in  Southern 
climes  reached  him  he  emigrated  even 
farther  from  Lahia  to  Richmond  and 
thence  to    \tlanta. 
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.  ..  check  these  availabilities 

MORNING  WATCH 

MUSIC-NEWS-TIME  AND  THINGS 

With  Jay  Jones 

6:00  A.M.   till  8:55  A.M. 

Monday  through  Friday 

DON  WALLACE  SHOW 

TUNES -CHATTER  &  STUFF 

2:30  P.M.   till  3:40  P.M. 

Monday  through  Friday 

VIRGIL  DOMINIC     NEWS 

Monday  through  Friday  at 

3:00  P.M.,  4:00  P.M.,  5:00  P.M. 

10:00  P.M.  and  11:00  P.M. 

*0f>   RHYTHM  ROUNDUP 
with  Frank  Berry,  "The  Best" 

Music  for  Everybody. 

Lots  of  Fan  Mail. 

Monday    through  Friday 

10:05-11:30  P.M. 
Saturday 

10:15  to  11:30  P.M. 

•  AVERY-KNODEL 

Representative 

•  James  P.  Walker 
General   Manager 

Orkin's  service  area  todaj  extends 
throughout  the  South  and  Mid-South 
! rom  coasl  to  coast.  It-  i\  ad\ ertis 

in  all  these  marketing  sections  extends 

the  company's  concept  of  prevent  ion 
and  education.  To  these  has  been 

added  tv's  most  important  ingredient 
— imagination. 

I  he  first  tv  announcement  showed 

a  woman  leaping  to  a  couch  in  hei 
li\  ing  room  as  a  small  mouse  made  an 

un-cheduled  appearance.  The  scare 
tactics  have  been  abandoned,  as  have 
live  action  and  live  animals. 

A  spoof  of  the  pest  control  industry 

replaces  them.  Orkin's  object  is  to 
remove  from  the  industry  and  from 

Orkin  the  long-established  stigma  as- 
sociated with  exterminators. 

Orkin  advertising  features  bug  vil- 
lains and  Otto  the  Orkin  Man  as  the 

hero  "in  stirring  dramas  of  life  and 
death  in  the  insect  world."  Otto  is 

an  animated  spray  gun,  and  the  in- 
sects inevitably  meet  a  timely  end. 

In  20's  and  10's.  Orkin  tells  of  the 
exploits  of  Otto  the  Orkin  Man  in  corn- 

pan)  with  the  pests  he  is  routing.  The 

two  most  popular  animated  pests  are 

Legs  the  Repulsive  Roach  and  Rags 
the  Ruinous  Rat.  Legs,  Rags  and  Otto 

zip  through  "which-way-did-they-go" 
sequences  in  such  thrillers  as  The  Ter- 

mite Tutor,  The  Roach  Coach  and  The 
Pirate  Ship. 

The  story  lines  are  dreamed  up  by 

Mrs.  Anita  Ritchie,  assistant  advertis- 

ing manager  of  Orkin  and  mother  of  a 

two-year-old  who  inspires  her  story- 
telling techniques. 

They  must  be  pretty  good  ones,  if 

\  iewer  interest  is  evidence.  Says  Rob- 

bins:  "Rags  and  Legs,  while  villainous 
and  depraved,  are  nonetheless  very 

lovable" — according  to  their  fans. 

"Even  though  Otto  always  gets  the 
best  of  them  with  his  spray  gun,  and 

they're  done  away  with  at  the  end  of 
each  commercial,  they  always  bounce 
back  with  new  rascality  in  the  next 
announcement.  Our  viewers  like  it 

that  way." Orkin  and/or  Otto  identification  is 

solid  with  both  youngsters  and  adults. 

Hundreds  of  school  children  each 

year  write  fan  letters  or  some  other 
form  of  testimonial  to  the  popularity 

of  the  animated  threesome.  \  oungsters 

throughout  Orkin's  operating  area  sing 

the  Orkin  jingle,  "I'm  Otto  the  Orkin 
Man.  "  which  sounds  like  "Popeye  the 
Sailor  Man"  and  is  a  tag  to  every  an- 

nouncement on  tv. 

Winnah! 

WE  at  Song  Ads  are  proud  of  winning 
the  1956  Sweepstakes  Award  in  the 
Advertising  Association  of  the  West 
Radio  Commercials  contest ...  plus  3 
other  Radio  and  TV- film  awards.  The 
Southern  Pacific  radio  spot,  produced 
under  the  supervision  of  Foote,  Cone 
&  Belding,  was  chosen  best  out  of  86 

radio  entries  submitted  by  the  West's 
leading  agencies,  producers  and  sta- 

tions. Agency  and  sponsor  report  "very 
successful"  results  from  this  test-cam- 

paign spot. 

REGARDLESS  of  awards  won,  every 
radio  and  TV  commercial  produced  at 
Song  Ad  Film-Radio  Productions  re- 

ceives the  best  attention  of  our  talent 

and  experience.  That's  why  so  many sales  winners  come  from  our  shop. 

And  no  doubt  that's  why  Song  Ad 
commercials  have  won  top  A  AW  hon- 

ors for  the  past  three  years. 

THE   BOX   SCORE 

Song    Ads    won    the   following    AAW   Awords    for   Radio 
and  TV  Film  Commercials: 

1st    Place — Southern    Pacific,    through    Foote,    Cone    & Belding. 

Honorable     Mention — Eastside     Old     Tap     Lager     Beer, 

through  J.  Walter  Thompson. 

Special     Award — Burgermeister     Beer,     through     BBDO 

"For  effective   continuity   of   an   established   theme." 
TV     Honorable     Mention — Jet     Glass     Water     Heaters, 

through    Hixson    &    Jorgensen,    Los    Angeles. 

Grand    Winner — for    outstanding    radio    commercial    of 

all    categories    (Vancouver   Ad   Club   Award) — South- 
ern   Pacific,   through   Foote,   Cone  &   Belding. 

SONG  AD 
FILM  •  RADIO 

PRODUCTIONS 

6000   Sunset   Blvd.,   Hollywood  —  HO.   5-6181 

Russ    Bldg.,    San     Francisco  —  SU.     1-8585 
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Orkin  has  an  automatic  testing  de- 
■  , ■  i  \  m  announcement  it  buys  in 

ever)  market.  Explains  ad  manager 
Robbins: 

"All  we  have  to  do  is  see  how  many 

phone  calls  we  get.  Foi  some  inex- 
plicable reason,  hoards  of  small  fry 

are  moved  to  rush  to  the  phone,  look 

up  Otto's  number  and  call  him.  Be- 
cause of  cur  t\  advertising,  man)  peo- 

ple think  Otto  the  Orkin  Man  is  our 

corporate  name,  so  we're  listed  that 
wa)  in  telephone  directories  in  tv 
cities. 

""Our  telephone  operators  have  been 
instructed  to  handle  all  of  these  calls 

as  patientl)  a^  possible,  and  to  do 
nothing  to  offend  our  loyal  following. 
The  situation  has  almost  reached  Santa 

Claus  proportions  in  some  areas. 

"When  the  Orkin  truck  appears,  and 
we  have  Otto  as  well  as  the  Orkin 

name  in  I'iu  hold  lettering,  the  kids  ex- 

pecl  Otto  to  leap  out  and  start  spray- 

ing. We've  given  serious  consideration 

to  equipping  our  local  servicemen  with 

some  type  of  head-ear  in  keeping  with 
the  tv  trademark  of  Otto  the  spray  gun 

to  please  the  children." 

\-  Orkin  moves  into  new  service 

localities,  it  places  business  on  tele- 
vision in  those  ana-,  from  one  station 

in  1950.  Orkin  moved  to  five  in  1951, 

eight  in  1952,  27  in  1953,  90  in  1954, 
95  in  1955  and  104  today.  The  state 

in  which  the  most  stations  are  pur- 
chased  is  Texas,  with  16.  followed  by 

Georgia  with  10,  Florida  and  Louisiana 

with  nine  each,  Missouri,  North  Caro- 
lina and  Tennessee  with  eight  each. 

Elements  in  Orkin's  formula  for 
using  tv  announcements: 

•  For  every  100  announcements,  75 

are  10-second,  15  are  20-second  and 
10  are  60-second.  The  balance  before 

1956  was  about  90«  -  for  20's  and  10?o lor  minutes. 

•  Class  "A"  and  "AA"  time,  divided 
among  seven  days  of  the  week. 

•  Equal  copy  emphasis  for  pest  con- 
trol services  and  termite  operations. 

•  Rotation  of  the  animated  film  car- 
toons seasonally. 

•  Live  action  commercials  are  no 

longer  used. 

•  Emphasis  on  the  swarming  sea- 
sons, primarily  from  January  through 

the  month  June. 

you're   right 

on  0*ue! 

No  need  to  fluff  your  lines.  There's 

only  one  CUE  to  follow  when  your 

stage  is  set  in  Akron.  Why,  they 

love  us  in  our  own  home  town  (see 

our  Hooper)  .  .  .  one  CUE  from 

us  and  they'll  love  you,  too. 

more  MUSIC 

more  NEWS 

more  OFTEN 

mcue 
Akron'i   only   independent  ..we're   home   folk* 

I  IM   I  I  LIOT,  VrcliJcnl 

John   E  il    Ropre'.cnlalivcs 
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•  Production  of  all  tv  films  in  color 
for  future  use. 

The  company  started  in  tv  with  60- 
second  announcements,  because  it  felt 

il  needed  to  tell  a  more  detailed  story 

in  its  first  application  of  television. 
Now  that  the  name  is  well  established 
in  its  tv  market  areas,  Orkin  has 

shifted  emphasis  onto  10-  and  20-sec- 
ond announcements. 

These  short  announcements  are  used 

as  reminders,  and  as  quickie  attention- 
getters.  They  are  placed  at  a  satura- 

tion rate  during  the  '"peak"  season  for 

pests,  but  in  some  cities  they're  aired 

all  year  'round. 
Tv  buying  is  matched  to  the  pace  of 

the  influx  of  insects.  From  February 

through  May.  when  termites  are  swarm- 

ing and  building  new  nests  and  when 
warm  weather  and  spring  rains  en- 

courage insect  breeding,  tv  turns  on 
the  heat.  The  slack-off  period  is  Octo- 

ber through  December,  as  shown  in 

this  month-by-month  comparison  of  tv 
dollars  spent  in  1955: 

January  ....#20.756  Julv     $26,694 
February   ..  20,160  August     26,776 
March        27.937  September..    24.651 
April        28.283   October   ....      8,671 
May      29.036   November..       6.847 
June          27,244  December..      7,347 

All  of  the  20's  and  10's  feature  some 
variation  of  the  bug  melodramas.  The 

series,  starring  spray-gunning  Otto, 

Legs  and  Rags,  was  put  on  film  by 
three  different  production  firms.  Thev 

are  Pyramid  Pictures  in  Atlanta,  Mo- 
tion Picture  Advertising  Service  in 

New  Orleans  and  Kling  Studios  of  Chi- cago. 

All  the  10's  and  20's  are  directly 
aimed  at  the  exterminee,  the  house- 

holder. The  longer  60's,  however,  are 
angled  toward  getting  a  particular 
Orkin  message  to  builders  as  well  as  to 

householders.  The  companv  needs  the 

longer  commercial  to  sell  a  conipleteh 
new  concept  which  it  has  pioneered. 

The  South  has  a  perennial  housing 

problem  because  of  termites.  To  com- 
bat them.  Orkin  has  developed  a  prod- 

uct and  a  system  known  a>  Orkin-Tox. 

Its  a  system  of  built-in  termite  con- 

trol, by  which  the  land  is  sprayed  be- 
fore a  house  is  built,  all  of  the  wooden 

joints  and  sections  within  a  certain 

radius  of  the  ground  are  sprayed  be- 

fore they're  assembled,  and  a  series  of 

pipelines  is  installed  for  post-construc- 
tion sprav  ing  should  the  need  ari>e. 

The  minutes  in  behalf  of  the  Orkin- 

Tox  process  are  building  consumer  un- 
derstanding of  a  new  idea,  acceptance 
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of  it  and  a  demand  for  it.  The  tv  an- 

nouncements also  solidify  the  Orkin 

position  with  builders  and  realtors 

throughout  the  South  and  West.  Al- 
though Orkin-Tox  accounts  for  only 

a  small  part  of  total  sales,  the  com- 
pany sees  this  as  a  vastly  growing 

part  of  its  service. 

Everyone  is  a  prospect  for  some 

type  of  Orkin  service,  says  Robbins. 

"Tv  spots  afford  us  an  opportunity  to 
hit  all  segments  of  the  viewing  audi- 

ence. We  like  announcements  better 

than  a  program,  for  example,  because 

in  all  probability  a  program  would  be 

a  filmed  presentation  for  a  specific  au- 
dience. 

Orkin  tv  advertising  is  designed  to 

spark  consumer  action  along  these 
lines:  The  housewife  sees  the  Orkin 

commercial.  She  looks  up  the  number 

of  Otto  the  Orkin  Man  in  the  yellow 

pages  of  her  phone  book,  as  suggested 

in  the  commercial.  She  makes  an  ap- 
pointment for  an  Orkin  inspection  and 

an  estimate  by  a  service  man  in  her 

city.    She  signs  an  annual  contract. 

How  have  Orkin's  sales  grown? 
Ad  Manager  Robbins  reports  that 

1953  sales  were  up  10.47' <  over  those 
of  1952;  1954  was  ahead  of  1953  by 

20%,  and  1955  showed  a  gain  of 

25.83 r;  over  1954.  In  1955,  no  month 
in  the  entire  \ear  made  less  than  a 

1  7'  '(  gain  on  the  same  month  for  1954. 
May  and  June  for  example,  shot  ahead 

more  than  28','.  August  29',  and 

September  32'  ', . 
Reporting  on  tv  results,  he  says: 

'"Where  we  have  been  able  to  make 

concrete  surveys,  we've  determined  that 
7u' ,  of  our  unsolicited  business  com- 

ing in  over  the  telephone  is  a  direct 

result  of  television." 
Company  operators  and  servicemen 

ask  all  persons  who  telephone  why  they 
called  Orkin. 

"Invariably,  they  say  it's  because 
of  tv."  Rut  Robbins  adds  this  realistic 

qualification  :  "If  you  explore  the  situ- 

ation, you'll  find  they've  been  seeing 
Orkin  on  tv  for  several  years,  but  they 

only  recently  saw  bugs." 

It's  difficult  to  get  householders  to 
call  Orkin,  or  any  exterminator,  before 
they  see  bugs. 

Orkin's  advertising  is  fighting  for 
this  pre-bug  prevention  treatment,  but 

it's  also  aimed  at  getting  business  from 
those  who  actually  do  see  bugs. 
Wherever  the  business  is  coming  from 
Orkin  gets  an  estimated  109;  of  the 
total  exterminator  sales  volume  in  the 

A/OtV  EVEN  MORE  THAN  EVER   

St6c6foK4,  TJttet  ̂ .ittettect  ta  Station 

HOOPER  RADIO  AUDIENCE  INDEX 
STOCKTON,  CALIF.  JANUARY- MARCH,  1956 

MONDAY  THRU  FRIDAY 

7:00  A.M. -12:00  NOON 

RADIO 
SETS 

i:i  '."/■: 

c N KSTN A M OTHER AM  &  FM 
SAMPLE SIZE 

l»f.8 17.9 

h.z 47.2 13.0 9.3 
8.h 9,707 

MONDAY  THRU  FRIDAY 
12:00  N00N-6:00  P.M. 

RADIO 
SETS 

IN  USE 

c> 

r\\ 
KSTN A M OTHER AM  &  FM 

SAMPLE 
SIZE 

10.  %J 

*o.l 

7.3 35.0 
15.1 9.5 

12  > 

12,026 

Spring  1956   Hooperatings 

show  KSTN  increases  dominance 

of  *Stockton  Radio  Audience. 

^America's  92nd  Market 

7Hu4ic  •  Tteutf,  •  0PeMo*uUit£e& '  Represented  by  Hollingbery 

KTHT  SALUTES  HOUSTON'S 
OUTSTANDING  RADIO 

PERSONALITY 

TED  NABORS 

Celebrating    25    Years   of 

Selling    and    Merchandising 

Your   Clients'    Products 

Sell    with    his 

i  Wt«*!?25^ 
6  Days  A  Week -5:30  to  9:30  A.M 

Houston's    Music, 
News,    Mystery    and 

Sports    Station 
REPRESENTED  NATIONALLY  BY 

PAUL  RAYMER  CO. 

MUTUAL  FOR  HOUSTON  AND  SOUTH  TEXAS 
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I  .  S.  I  his  is  a  Fortune  estimate,  and 

our  which  Orkin  quotes  but  does  not 

substantiate  or  dispute.  \ll  Orkin  says 
is  thai  it  s  the  largest  pest  control 

business  operating  todav . 
One  of  the  reasons  for  its  continual- 

ly swelling  sales  figures  is  that  it 

doesn't  miss  a  merchandising  play. 
Within  weeks  after  the  u  campaign 

started  thundering  through  at  the  local 

level,  Orkin  adapted  it-  Otto  the  Orkin 
Man  I\  motif  and  its  tv  characters  to 

other  promotions. 
It  lends  Otto  the  Orkin   Man  service 

uniforms  to  people  who  want  them  for 

costume  parties.  Otto  shares  equal 

hilling  with  the  company's  diamond trademark  on  its  fleet  of  trucks.  He 

gets  star  treatment  on  the  company's 
Christmas  card,  and  he's  featured  in  a 
shoulder  patch  worn  by  each  service 
representative.  These  patches  are  now 

being  shipped  out  to  all  Orkin 
branches  through  the  countrv. 

The  tv  trio.  Otto,  Rags  and  Legs. 

even  dominate  Atlanta's  famous  Peach- 
tree  Street.  Otto  the  Orkin  Man.  with 

his  spray  gun  head,  is  a  towering  fig- 

A    SPECIA1 
TELEVISION 

AUDIENCE 

"EPORT 

i in-  si:  20 
KANSAS  COUNTIES 

KANSAS 

am:  dominated 

by  wiiiw-tv 

TOPEKA,    KANSAS 
Ben  Ludy,  Ccn.  Mgr. 

WIBW  &  WIBW-TV  in  Topcka 
KCKN  in  Kansas  City 

Rep    Capper  Publications,  Inc. 

Take 

SUNDAY 
for  example! 

All  day  Sunday — from  early 
morning  until  midnight — this 
A.R.B.  report  shows  WIBW-TV 
the  most-watched  station  in  the 

20-county  TopekAREA. 

or 
SATURDAY 

On  Saturdays,  from  sign-on  until 
6:00  P.M.,  WIBW-TV  has  the 

lion's  share  of  the  audience.  We 

lose  only  nine  quarter-hours  to 
five  other  stations  in  photo 
finishes. 

or 

ANY 
WEEK  DAY 

We  can'l  show  you  all  the  ex- 
amples ol  WIBW-TV's  daily 

leadership.  Why  not  study  your 
A.R.B.  for  the  TopekAREA  and 

apph    voui    own    buying    "yard- 
sink?"      Based    on    a    cost-per- 
il ion s.i i id  viewing  homes,  \VI  II W 
I  V  will   he  your  automatic    first ( hoice. 

CBS ABC Tho  Kansas  View  Point 

ure  on  a  huge  outdoor  sign  in  the 

heart  of  Atlanta.  He's  aimed  directly 
at  Rags  and  Legs,  and  the  only  two 

legends  on  the  billboard  are  "Watch 

for  me  on  tv"  and  the  name  "Orkin"' 
without  any  additional  identification. 

A  General  Outdoor  Advertising  sales- 

man, when  signing  the  contract  for 

the  moving,  lighted  spectacular,  com- 
mented that  the  billboard  was  selling 

tv  rather  than  Orkin  because  of  the 

short  copy.     Orkin  knows  better. 
Otto  and  the  insect  cartoons  are  also 

translated  into  all  direct  mail  adver- 

tising, into  dealer  and  consumer  pro- 
motional material  and  letterheads,  into 

educational  booklets  and  into  give- 

aways. Two  of  the  giveaway  items 
which  delight  the  youngsters  are  a 

small  plastic  key  chain  with  a  red  fig- 
ure of  Otto  and  a  cardboard  pistol 

termed  an  Otto-Matic  Pop  Pistol. 
The  entire  advertising  program  is 

supervised  and  developed  bv  Robbins, 

a  young  ad  executive  still  in  his  20's. 
A  transplanted  Yankee,  he's  been  with 
Orkin  since  1953.  Before  that  he  han- 

dled advertising  and  sales  promotion 

duties  for  Westinghouse  in  the  South- 
east district. 

Here's  a  list  of  the  total  advertising 

and  promotion  activities  which  he  di- 
rects for  Orkin.  with  the  total  amount 

Orkin  spent  on  each  last  year: 

Television.  $273,994.89;  telephone 
directories,  $147,703.35;  newspapers, 
$6 1.1 77.17:  sales  helps  (giveaways), 

£30,233.65;  radio,  $20,452.04:  direct 
mail.  SI  7.509.77:  periodicals,  $7,173,- 

83;  public  relations,  $6,254.29;  trade 

journals,  $2,188.89. 
These  charts  show  in  dollar  terms 

how  the  total  annual  advertising  bud- 

get has  grown  since  1950.  when  tv  ca- 
used for  the  first  time;  included  are 

the  annual  investments  in  the  four 

basic  media,  newspapers,  telephone  di- 
rectories, tv    and   radio. 

I  'C.  I 

l<>.-»2 
I  953 

195-1 

1 952 

L953 
1954 

Orkin 
has    giou  it    live-fold    since    1949,    the 

Television Radio 

$   69.387 
85,084 126.700 2  1 7.364 

273.672 

7 1,589 

18.147 
26.300 

10.791 
20.341 

Telephone 
Newspaper 

directory 

9«.777 

1 10.0  18 

69,945 
49.761 

59,945 

43,132 
55,650 

90.300 

113.377 

147.089 

nual     advei 
tisinii     budge 

before  the  tv    debu 
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1919 $112,488 1953 $366,045 
1950 177,615 1954 515,283 
1951 252,297 1955 566,677 
1952 343,709 

Radio  advertising  has  been  used  by 

Orkin  periodically  over  the  years.  Al- 

though the  company  plans  no  major 

expansion  into  local  radio,  it  has  some 

interesting  results  from  its  purchase  of 
announcements  in  several  markets. 

"About  a  year  ago  we  began  experi- 

menting with  saturation  campaigns," 
says  Robbins.  "In  Charlotte,  N.  C, 
vse  cut  our  tv  schedule  to  one  ID  week- 

ly and  bought  30  60-second  announce- 
ments per  week  on  WSOC. 

"In  what  is  normally  our  slow  sea- 
son, we  experienced  a  marked  increase 

in  household  pest  control  contracts.  As 
near  as  we  can  determine,  one-fifth  of 

our  new.  unsolicited  business  \\a< 
traced  to  this  schedule.  We  were  very 

pleased,  to  say  the  least.  And  the  in- 
crease in  business  was  detected  only 

three  months  after  the  schedule  started. 

"We  are  still  experimenting.  We 
have  used  similar  campaigns  in 

Phoenix  and  Birmingham,  each  with 

notable  success.  An  interesting  de- 
velopment in  Birmingham  was  the  fact 

that  a  good  deal  of  the  new  business 
leads  turned  over  to  us  by  the  station 

were  from  outlying  areas." 
Robbins  also  points  to  what  he  terms 

a  lucrative  aspect  of  small  town  radio. 

"These  are  the  schedules  on  which 
we  have  allowed  a  local  personality  to 

deliver  our  announcements  extempo- 

raneously. We've  found  that  the  an- 
nouncer tends  to  localize  the  nature  of 

a  sponsoring  company. 

"Inasmuch  as  small-town  competi- 
tors like  to  take  pot  shots  at  us,  any- 

thing we  can  do  to  identify  ourselves 
with  a  small  community  is  extremely 

helpful.  Radio  accomplishes  this  to  a 

greater  degree  than  does  television." 
Tv  advertising,  however,  without  any 

doubt  will  get  the  bulk  of  Orkhfs  ad 
budget  in  the  future,  as  it  does  at  the 

present  time. 

"Our  managers  are  agreed  on  one 

point  for  sure,"  says  Robbins.  "They 
all  think  television  is  the  best  salesman 

of  all!" 
Although  headquarters  guides  all  ad- 

vertising decisions  and  carries  them 

out  when  they've  been  made,  the  actual 
decisions  are  finalized  at  the  local  level. 

All  tv  business  is  placed  locally  by 
Atlanta  headquarters. 

Here's  why. 

"Because  of  the  seasonal  nature  of 
i  hi r  business,  we  feel  that  our  local 

branch  manager  can  keep  in  close 
touch  with  the  advertising  program 

and  see  that  it  is  geared  to  local  needs. 

Operating  on  a  budget  of  about  three 
per  cent  of  sales,  we  think  this  mone) 

in  the  hands  of  our  local  manager  en- 
(  mirages  initiative  and  incentive.  He 

can  bargain  at  the  local  level  with  our 

advertising  dollars  because  what  bene- 
fits Orkin  benefits  him.  and  vice  versa. 

"I  .!■  li  branch  has  indiv  idual  prob- 
lem- peculiar  to  the  locality .  and  ea<  h 

manager  i-  encouraged  to  make 
ommendations.  They  all  recommend 

i\ .  however.  I  he  verj  mention  ol 

ducing  a  u  -.  hedule  in  anj  cit)  is  like- 
K  to  bring  a  barrage  of  letters,  wires 

and  telephone  calls." Orkins  has  an  agency,  Bearden- 

Thompson-Frankel,  Atlanta,  to  handle 
placement  on  all  telephone  director) 

advertising.  *  *  * 

again 
WFBC-TV^Swamps  Competition 
in  Carolina  5-County  Pulse  Survey 

LATEST    AREA    PULSE    SURVEY    OF    TELEVISION    AUDIENCE 
(5  Counties)    SHARE  OF  TELEVISION  AUDIENCE 

TV  S«U 
Station 

Station Station 

Other Time In  Use 

WTBC-TV 

B C D Stations 

SUNDAY 

12  Noon-6 :00  P.M. 

35.7% 

48% 

24% 

15% 

8% 

4% 

6:00P.M.-Midnight 

51.3% 

55% 

23% 

16% 

2% 

4% 

MON.  THRU  FRI. 

7:00  A.M.-12:00  Noon 

13.2% 

64% 

36% 

0% 
0% 

0% 

12:00  Noon-6 -.00  P.M. 

25.5% 

61% 

21% 

15% 

3% 

0% 

6:00P.M.-Midnight 

46.0% 

56% 

18% 

17% 

3% 

6% 

SATURDAY 
10:00-12:00  Noon 

32.5% 

70% 
30% 

0% 

0% 

0% 

12:00  Noon-6: 00  P.M 

27.3% 

51% 
31% 

12% 

2% 
4% 

6:00P.M.-Midnight 

54.6% 

58% 

16% 
15% 

6% 
5% 

"The  five  counties  are  Greenville,  Anderson, 
Greenwood,  and  Spartanburg,  S.  C,  and  Bun- 

combe (Asheville),  N.  C.  .  .  .  counties  with  Popu- 
lation of  611,400;  Incomes  of  $787,290,000;  and 

Retail  Sales  of  $549,606,000. 
For  further  information  about  this  PULSE 

SURVEY  and  about  the  total  WFBC-TV  Market, 
contact  the  Station  or  WEED,  our  National 

Representative. 

"The  Giant  of 

Southern  Skies" 

NBC  NETWORK 

WFBC-TV Channel  4     Greenville,  S.  C. 

Represented  Nationally  by 

WEED  TELEVISION  CORP. 
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ESPECIALLY 

when  they're ' 
listening  to  your 

commercials 

and  in  the 

Portland,  Oregon  Market 

KOI  N- Radio 
delivers 

7 
MORE 

audience 

than  any  other  station 

SOLID  LEADERSHIP 

-J?  Morning,  Afternoon,  Night. 

-yf  46  of  the  48  top  weekday 
cjuarter  hours. 

"vT  All  10  top  daytime  shows. 
•March-April  1956  Pulse,  Inc. 
Portland  Metropolitan  Area. 

KOIN 
Radio 
Portland,  Oregon 

Rcprctenlod  Nationally  by 

CBS  Radio   Spot  Sales 

SELLING  CANDIDATES 

{Continued  from  page  28) 

Says  Norman :  "The  National  Com- 
mittee picked  the  issues,  but  even  so 

we  can't  really  make  final  plans  at  this 
point,  not  until  after  the  convention 

when  we've  got  a  candidate.  It's  the 
candidate  who  has  control  over  the 

form  and  technique  of  campaigning. 

\\  e  could,  for  example,  develop  a  whole 
system  of  attacking  the  opposition,  but 
the  candidate  might  not  like  it.  So 

what  we're  doing  right  now  is  writing 
about  four  announcements  on  each 

issue,  one  for  each  likely  candidate. 

Of  course,  they're  rough  and  in  outline 
form.  And  were  picking  and  reserving 

studios  so  that  we  can  get  rolling  im- 
mediately after  the  convention.  Then 

we're  preparing  for  two  hectic  weeks 

of  filming." Norman  adds  that  the  Democrats  are 

working  under  a  handicap  since  their 

candidate  is  not  yet  determined  and 

won't  be  until  a  short  10  weeks  before 

Election  Day.  "Actually  the  Repub- 
licans were  able  to  put  things  on  film 

for  four  years,"  he  adds.  "Certainly 

they  can  be  active  now.  What  we're 
planning  is  to  have  our  tv  and  radio 

people  and  our  copywriters  right  in 
Chicago  at  the  time  of  the  convention 

and  nail  the  candidate  with  our  'pre- 
sentation,' if  you  will,  the  second  he's 

nominated,  so  that  we  can  put  the  stuff 

he  approves  into  final  form." NC&K  executives  on  the  Democratic 

account  point  out  some  of  the  major 
differences  between  handling  a  product 

and  handling  a  political  campaign. 

"You  can't  compare  product  marketing 

and  candidate  selling,"  says  Norman. 

"Take  our  new  Hudson  Paper  ac- 
count, for  example.  Well,  after  meet- 

ings with  the  client  and  an  intensive 
study  of  their  distribution  and  sales 

patterns,  those  of  our  people  on  the 

account,  who  ve  all  had  similar  experi- 

ence anyhow,  can  give  the  client  com- 

plete  marketing  counsel.  That's  not 
the  case  with  politics.  Here,  we  pretty 

well  have  to  rely  on  the  Democratic 

National  Committee.  Those  people 

know  precisely  where  there's  a  crucial 
election  and  where  they  wanl  theii 

money  spent.  We  just  tell  them  how. 
Network  versus  spot  or  radio  versus  tv 

are  within  the  agency's  province.  One 

thing  we  can  sa)  even  now,  and  that's 
thai  well  he  using  one  hell  of  a  lot  ol iclc\  ision. 

I  imeliUN  inn  strategic.  Megjjie  Scliuc- 

'•O 

Especially  when 
they're  watching 

your  commercials 
and  in  the 

Portland,  Oregon  Market 

KOIN-TV delivers  over 

TWICE 
the  audience  of 

any  other  station ! 

ABSOLUTE  RATING  LEADERSHIP  IN 

EVERY  PORTLAND  AUDIENCE  SURVEY 

•  52.8%  Share  of  Audience 
•  14  out  of  Top  15  Weekly  Shows 

•  9  of  Top  10  Mon.-thru-Fri.  Shows 
(ARB,  Portland,  February  1956) 

EVEN  GREATER  LEADERSHIP 

OUTSIDE  PORTLAND 

(Check  this  Salem,  Oregon  1936  ARB 
Metropolitan  Area  Report) 

86%  watch  KOIN-TV  most  before  6  p.m. 
86%  watch  KOIN-TV  most  after  6  p.m. 

MORE  PROOF  KOIN-TV  IS  YOUR 
BEST  BUY  IN  THE  OREGON  MARKET 

KOIN-TV  V 
Channel  6 
Portland,  Oregon 

Represented  Nationally  by 

CBS  Television   Spot  Sales 
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another 

FIRST 
in   Montana 

KGVO-TV 
Missoula,  Montana  is 

programing   LIVE   via 

micro-wave. 

This  Assures  Even 

MORE 

Loyal   Viewers 
• 

Your  Best  Buy  Will 

MAGNIFY  YOUR  SALES 
IN  THIS  STABLE      $170,491,000 

MARKET 

„  University  City 

■TV  ||       •   . 
Rich  Lumbering  and 

MISSOULA        J*.  .Agricultural  
Area 

167  Mountainous  Miles  from  Spokane 

V. KASH-BOX 
JACKPOT  STATION 

# 

Over  $4,000.00  in  KASH 
won  by  WVET  listeners 
in  two  months. ..the 

LARGEST  give-away  ever 
promoted  by  a  local  sta- 

tion! Ten  thousand  label- 
endorsed  entries  in  three 
months!  Your  clients,  too, 
can  cash  in  on  WVET  in 
the  rich  Rochester-West- 

ern New  York  market. 

5000   WATTS 

IN   ROCHESTER,  N.  Y. 
Represenfed  Nationally  by 
THE   BOLLING   COMPANY 

bel  attended  a  meeting  with  Walter 

Craig  and  other  agency  executives  in 
Washington  on  20  June  to  discuss 

broad  media  strategs  and  approaches 
to  selling  the  candidate. 

"So  far  we  only  know  we'll  want  so 
mam  half-hours,  so  many  five-minutes 

on  network  and  so  much  spot,"  says 

Reggie  Schuebel.  "We  don't  know  yet 
what  shows  we'll  want  to  preempt  how- 
ever. 

Expected  use  of  five-minute  telecasts 
by  both  parties  is  likely  to  cause  a 

major  timebuying  problem.  CBS  TV 
and  NBC  TV  both  insist  that  only  Live 

network  tv  shows  may  be  shortened, 

rather  than  preempted  as  a  whole. 
ABC  TV,  on  the  other  hand,  is  willing 

to  go  along  with  25-minute  film  shows 
to  accommodate  five-minute  political 
telecasts,  providing  network,  sponsor 

and  agency  are  given  sufficient  notice. 
However,  the  additional  production 

costs  make  a  five-minute  Class  A  pre- 
emption impractical  on  a  large  scale. 

Broadly,  the  aim  is  to  preempt  those 
network  tv  shows  where  no  agency 

commission  or  talent  charges  will  have 

to  be  paid.  Under  the  most  recent 
NBC  TV  contracts,  likely  to  be  followed 

by  ABC  TV  and  CBS  TV  as  well,  poli- 
tical candidates  can  preempt  shows 

with  45-day  notice  and  not  pay  talent 
costs  or  agency  commission  for  the 

preempted  show  if  the  contract  between 
the  network  and  client  to  be  preempted 

states  that,  say  two  out  of  52  shows 
are  open  to  network  preemption. 

"In  tv  I'm  interested  in  getting  the 

strongest  nighttime  shows,  of  course," 

Reggie  Schuebel  told  SPONSOR.  It's 
logical  that  we'd  want  a  readymade 
audience,  since  these  are  all  one-shot 
buys. 

"Spot  buying  for  a  candidate  is  the 
same  as  buying  it  for  a  product,  except 

that  we've  got  to  do  our  political  buy- 
ing in  much  more  of  a  hurry  since  we 

can't  do  anything  until  after  the  con- 

vention," says  Reggie  Schuebel.  "The 
issue  to  be  discussed  in  an  announce- 

ment pretty  well  dictates  what  audience 

we'll  want  to  reach,  and  the  candidate 
dictates  the  issues,  so  you  can  see 

we're  still  at  the  beginning  of  our  plan- 
ning. The  Republicans  are  ahead  on 

that  score  because  President  Eisen- 

hower can  approve  definite  plans  now. 
But  that  doesnt  worry  me  too  much, 

because  anything  they  can  get.  I  can 

get  too." 
Says  Walter  Craig:  "Advertising 

suggests  repetition  and  pounding  and 

SPONSOR 

GOES 

WEEKLY 

2  NOVEMBER 

WITH 

A 

FOUR-POINT 

EDITORIAL 

PROMISE 

1.  essential  reading 

2,  useful  reading 

3.  fast  reading 

4,  pleasant  reading 

A  complete  weekly 

wrap-up  in  depth 

for  very  bus)  executives. 
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driving  a  point  home.  ihis  is  very 
different  from  the  warm  exposure  of  a 

personality  in  people's  living  rooms,  as 

we  intend  it.  We  don't  expect  to  use 
a  *\  ote  for  Joe  Doakes'  plus  picture  of 
a  full  dinner  pail  type  approach.  In 

fact,  I.D.'s  aren't  suitable  for  anything 
more  than  "Don't  forget  to  vote,  but 
certainl)  not  for  introducing  a  man  or 
his  principles. 

Among  the  fundamental  rules  for 

using  lv  that  Norman  and  other  \(a\K 

executives  feel  they'll  have  to  uet  across 
to  the  Democratic  candidate  is  tin-  type 

of  recall  l\  produces.  "If  a  guy  makes 
■  us  30-minute  speech  on  heavy 

issues,  hnt  ends  it  with  a  30-second 

joke,  people  will  forget  the  30  minutes 

and  remember  only  the  tagline.  "  says 
Norman.  "It's  no  wonder  t\  i-  the 
medium  of  the  comedian.  But  this 

could  he  a  danger  in  making  political 

speeches.  " The  filming  of  announcement-  land 
there  will  he  2^-  as  well  as  minutes) 

will  he  handled  this  waj  according  to 

Craig:  "\\e'\e  made  arrangements 
with  all  the  avowed  Presidential  candi- 

dates  to  have  their  complete  time  for 
two  -olid  weeks  within  a  week  of  rest- 

ing after  nomination.     Within  seven  to 

10  days  after  20  August,  we'll  he  shoot- 
ing the  films — day  and  night.  And  I 

can  tell  you  one  thing:  We  insist  on 
having  Democrats  working  on  the  films 
from  top  director  to  cameraman.  After 

all,  some  of  the  sharpest  editorializing 

can  he  done  with  a  camera  angle." 
Republican  \ational  Committee 

(through  BBDO  I  :  Plans  are  not  as 
finalized  at  BBDO  as  the  Democrats 

suspect.  President  Eisenhower's  recent illness  has  thrown  off  a  lot  of  the 

earlier  plans.  Logically,  the  President's 
illness  throws  t\.  particularly  network 

appearances,  into  still  greater  focus, 
since  network  exposure  is  less  taxing 

than  touring  the  country  at  a  rapid, 
campaign  clip. 

Republican  strategy  is  being  super- 
vised hy  BBDO  account  man  Carroll 

Newton,  and  two  assistants,  Crant 

Flynn  and  Ralph  Long.  Frank  Silver- 
nail.  BBDO  manager  of  station  rela- 

tions, is  the  timehuying  strategist.  At 

sponsor's  presstime  there  was  a  tempo- 
rary lull  in  activity  on  the  Republican 

account.  Carroll  Newton  left  on  25 

June  for  a  three-week  vacation,  indi- 
cating that  the  Republicans  too  are 

planning  to  wait  until  after  the  con- 
vention before  plans  firm  up. 

On  tv,  the  Repuhlicans  have  pre- 
empted the  following  time  slots: 

20  Septemher.  Thursday  9:00-9:30 

p.m.  NBC  T\   People's  Choice,  Borden. 
12  October.  Fridaj  930-10:00  p.m. 

NBC  I  \  Big  Story,  American  Tobacco. 

16  October,  Tuesday  9:00-9:30  p.m. 

ABC  TV  program  TBA.  General  Elec- 
tric 

They  have  also  preempted  six  or 

seven  other  half-hours  on  NBC  'I  \  . 
three  half-hours  on  (IBS  l\  plus  one 
full  hour  on  5  November  (as  in  the 

last  election)  on  all  three  networks 

from  11:00  p.m.  to  midnight. 

Spot  plans  include  a  heavy  satura- 
tion of  Negro  radio  stations  during  the 

nine-week  period  preceding  Election 
Day.  Some  150  announcements  will  he 
run  on  each  station  during  that  period. 

The  Republican  National  Commit- 

tee's Harry  Beaudouin,  assistant  to  Lou 

Guylay,  director  of  public  relation-, 
stresses  that  the  agency  will  function  as 

technical  advisers  only  :  'There's  long 
been  a  misconception  on  what  our 

agency  does  for  us.  They're  not  in  on 
policj  formulating.  Thej  buy  the  time 

and  they're  a  convenience.  After  all. 
I  can't  deal  with  the  networks  out  of 
Washington,  so  I  need  an  agency  to 

represent   us." 

BBDO  executives  stress  that  no  ac- 

tual filming  for  the  Presidential  cam- 

paign has  been  done  yet,  nor  can  be 
done  until  after  the  convention.  How- 

ever, some  50  or  60  productions  being 

filmed  now  hy  the  Republican  Con- 

gressional Campaign  Committee  give 
an  indication  of  the  tenor  of  the  forth- 

coming Repuhlican  Presidential  cam- 

paign.  One  of  these  is  a  15-minute 
show  entitled,  "These  Peaceful  Pros- 

perous Years,"   and   t\    audiences  will 

"All  you  have  to  do  is  listen  to  KRIZ 
Phoenix  and  learn  how  to  do  it 

yourself." 
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be  exposed  to  it  starting  very  shortly. 

The  script  of  this  15-minute  film 

deals  with  "an  average  American  fam- 
ily going  about  their  daily  living  under 

a  Republican  era  of  peace."  Against 
a  soft  musical  background,  a  family 
of  four  moves  about  in  an  American 

home  lulls  equipped  with  the  most 
modern  conveniences.  The  narrator 

talks  about  what  the  Republican  Ad- 
ministration means  to  each  member 

of  the  family  "to  \  ou.  Mom  ...  to 

you,  Junior  .  .  .  and  to  you,  Sis." 
The  drama  ends  with  a  voice  sa\  ing, 

"(live  Ike  a  Republican  Congress," 
and  the  film  then  shows  President  and 

Mrs.  Eisenhower  singing  a  "God  Bless 

America." 
The  duet,  incidentally,  was  filmed 

and  recorded  on  20  January  when  the 

Eisenhowers  sang  it  for  "Salute  to 
Eisenhower"  dinners  over  closed-cir- 

cuit tv. 

Commented  Ted  Bates'  chairman  of 

the  board,  Rosser  Reeves:  "It's  a 
natural.  Mr.  Eisenhower  is  a  simple 

and  devoted  man.  He  would  sing 

'God  Bless  America.' ' 
Other  films  in  this  series  designed  to 

give  the  Republican  Presidential  can- 
didate a  Republican  Congress  range 

from  10-second  cartoon  jingles  to  other 

15-minute  productions  that  are  per- 
sonalized introductions  of  the  candi- 

dates. 

A  separate  Presidential  campaign 
group,  Citizens  for  Eisenhower,  is 

being  handled  by  Y&R.  •  •  * 

SPOT  RADIO  $  FIGURES 
(Continued  jrom  page  27 ) 

Release  of  these  first  figures  on  na- 
tional spot  radio  spending,  however, 

may  be  the  door-opener  which  will 
lead  to  fuller  revelation  on  spending. 

Says  Adam  Young,  "We  consider 
this  nothing  more  than  a  first  step, 

but  I  couldn't  even  hazard  a  guess  as 
to  when  the  second  step  will  be  taken 

or  what  that  step  will  be." 
Almost  everyone  agrees  that  the  sec- 

ond step  has  to  lead  to  development 
of  two  types  of  information:  ll)  de- 

tailed data  available  on  the  names  of 

advertisers  and  what  they  are  spend- 
ing on  national  spot  radio,  with  I  2)  a 

breakdown  of  individual  products  and 

the   amount   spent   by   each. 
Today,  a  Lever  can  find  out  what  a 

Colgate  is  doing  in  all  major  media, 

including  spot  tv.  For  the  radio  spot 
figures  to  be  really  workable  and  most 

useful,  there  must  be  a  similar  break- 
down.    TvB    has    this    breakdown.      It 

al-o    ba-    an    anah-is    as    I"    |   lucl 

category    (food,  drugs,  etc.)   spending. 
Adam  Young,  in  commenting  on 

possible  techniques  for  development 
of  advertiser  and  product  information, 
dix  us-ed  collei  tion  ol  raw  data  from 

station-. 

"Actually,  if  we  could  get  account- 
by-account  information  from  the  sta- 

tions in  the  top  35  or  50  markets 

where  advertisers  are  tending  to  con- 
centrate their  spot  radio  buying,  wr 

could  project  to  national  figures  quite 

easil) .     I  In-    would    involve    the    lull 

coopei  .it  i"ii  of  about  200  stations." 
Early    in    1955,   SKA    attempted   to 

ooperation  from  between  600  and 
700    radio    -1. ih. .ii-    and    asked    tbrin    if 

thej  would  provide  lull  detail-  on 
national  -pot  l>u\>  which  lbe\  carried. 

Less  than  30'     agreed  to  cooperate. 
SR  \  -  formula  for  arriving  at  a  na- 

tional spot  radio  spending  figure  i- 

being  kept  under  wraps.  It-  working 
with  tin-  well-known  accounting  firm, 
Price  Waterbouse  &  Co.,  to  make  the 

monthly  total  buying  figures  a-  unchal- 

lengeable as  possible.     \nd   it  doesn't 

y     \    ,      *U 

'      I 

*fr 

Vi 

ud  in  Keniijufy- 

(fThe  Blue-Chip  Buy  in  the  Bluegrass  State" 

WAVE-TV 
CHANNEL    Q    LOUISVILLE 

FIRST  IN  KENTUCKY 

Affiliated   with   NBC 

|mk:|spot  sales 
Exclusive  Njuon.il  Keprewnulive* 

Romance  and  glamor  aside,  there's  one 

Kentucky  institution  you  can't  afford  to 
miss.  It's  WAVE-TV,  first  by  jar,  in 

Kentucky  and  Southern  Indiana  television. 

First  In  CHANNEL  — Brilliant  Channel  3! 

First  In  COVERAGE  — Effectively  serves 

173,000  more  TV  families  than 

Louisville's  second  station ! 

First  In  PROGRAMMING— The  best  from 

N  BC,  plus  t  i)  p  note  h  1(K  al 
showsl 

First  In  ADVERTISING— Carries  more  local 
and  national  advertising,  year  in 

and  year  out,  than  Louisville's other  TV  station! 

First  ON  THE  AIR  — More  and  better  ex- 

perience, by  more  than  a  year! 
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In  The  West 

The     Best 

Negro  Market 

Buy! 
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stot 

HAMMS    BEER 

94%    NEGRO 

PROGRAMMING 

KSAN 
SAN    FRANCISCO 

RICHARD  BOTT,  Station  Manager 

Roprosontod    Nationally    by 

Stars    National    Inc. 

want  anyone  to  have  access  to  an) 
part  of  the  files  or  the  information  in 

them.  This  is  to  protect  SRA,  its 
member  representative  firms  and  their 
niemliei    stations. 

I  he  procedure,  generally  speaking. 
follows  these  lines. 

SR  \  -  14  members  have  gotten  co- 
operation  from  all  of  the  radio  sta- 

tions represented  by  them.  The  sta- 
tions at  the  end  of  each  month  com- 

pile account  names  and  gross  dollars 
spent  during  that  month.  These  re- 
ports  go  iliicctlv  to  Price  \\  aterhouse, 

ami  the)  are  accessible  to  no  one  ex- 

cept  thai  company's  employees.  SI!  \ 
and  none  of  its  members  have  access 
to  files  or  information  in  them.  The 

onlj  information  released  to  SRA  is 
that  which  is  released  publicly :  the 
total  national  spot  spending  figures 

by  the  month  and  for  the  same  month 

the   previous  year. 

The  stations  report  only  on  per- 

formance during  the  month — business 
which  was  actually  aired.  New  busi- 

ness signed  during  a  month  is  not 
added  into  total  billing  figures  until 
the  business  has  been  on  the  air. 

It  takes  Price  Waterhouse  several 

weeks  to  gather  and  compile  all  the 

station  information,  correlate  it,  pro- 
jecl  it  to  national  figures  and  arrive 
at  a  monthly  total. 

The  14  SRA  members  who  cooperat- 
ed  in  the  project: 

\\er\-knodel.  Inc.  John  Blair  & 

Co.,  Broadcast  Time  Sales,  Thomas  F. 

Clark  Co.,  Harry  E.  Cummings,  H-R 

Representatives,  Inc.,  The  Katz  Agen- 
cy, The  Meeker  Co.,  Art  Moore  & 

Associates,  John  E.  Pearson  Co., 

Petri s.  Griffin,  Woodward,  Inc..  Radio- 

T\  Representatives,  Inc.,  Weed  &  Co.. 
and  Adam  ̂   oung,  Inc. 

SR  \  declines  to  reveal  the  number 

of  stations  represented  b)  its  11  mem- 
ber firms.  \  sponsor  estimate  of 

Stations  is  from  .">()()  to  600.  Billing  on 
these  outlets  is  said  to  represent  about 

•  >0',  of  all  national  spot  business  in radio  field. 

I'lir  actual  formula  which  the  com- 
pain  u>es  in  calculating  total  spending 

is  likewise  being  kept  confidential. 
SI!  \.  however,  states  ii  has  tested 

the  formula  and  found  it  to  be  accu- 
rate u  iiliin  one  per  cent.  IPs  believed 

thai  the  formula  is  -eared  to  three 
elements. 

The)  are  i  1  i  official  FCC  figures 

on  spol  radio  expenditures,  as  report- 
ed to  the  I  lommission  annuall)  l>\ 

ever)    radio  station,    (2)    the   percent- 

t3r«J    TV    ft 

IARKET     »     ' 

*  CBS    UPOBT   TO   tec     PIC     10SS 

n>n   G->viK3     D 

a  O,.   Son  C 

I  ■  mutates  tfei 

tJ3»ul"ttlWitWl1IU!tfat! 
I  UKiSpltK    Ittlrrdiip    »j    rirrf    mSici 

» (rmcir  Winn  m  sk«i  ion  It  kl 

Edward  Petry  &  Co.,  Iftc 

r  ...:    ":  <\ 

Here's LEADERSHIP! 
ARB  proves  WILK-TVs  Leadership  in  the 
rich  Northeastern  Pennsylvania  market  area. 

WILK-TV  reaches  207.823  ot  the  241,154  TV 

sets  in  its  primary  coverage  area,  better  than 

86V 

Here  are  the  facts,  as  reported  in  ARB's  15- 
county  regional  survey  (March  25-31.  1956*. 
The  figures  quoted  are  based  on  the  top 

time  period  from   5   P.M.    to   11    P.M. 

FIRST   PLACE 

1 
JUARTER   HOURS 

WILK-TV 71 

Station    "B" 

65 

Station   "C" 

32 

Station    "D" 

1    (tie) 

TOP   audience   at    LOW 

sand!    GET  THE  FACTS cost   per   thou- 

1,000,000  WATTS 

Wilkes-Barre 

Scranton Call  Avery-Knodel,  Inc. 
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age  of  this  total  which  is  handled  by 
its  members  and  (3)  projection  of  the 

current  total  reported  by  SRA  mem- 

bers' stations  to  a  national  figure. 

Young  is  one  of  many  industry  ex- 
ecutives who  think  some  kind  of  spot 

radio  spending  formula  can  be  evolved 
from   material   submitted   by   stations. 

Sherril  Taylor,  vice  president  in 

charge  of  promotion  for  Radio  Adver- 
tising Bureau,  thinks  such  a  sampling 

might   be   feasible. 

RAB  for  several  years  has  mulled 

the  possibility  of  conducting  its  own 

sampling  of  radio  billings  by  question- 
ing its  member  stations.  The  project 

has  been  in  limbo  for  at  least  a  year, 

but  with  release  of  the  SRA  figures 

there's  a  stronger  likelihood  that  RAB 
will  seek  to  expand  and/or  implement 
them  within  the  next  few  months. 

Radio  Advertising  Bureau,  how- 
ever, is  as  interested  in  getting  local 

radio  figures  as  it  is  in  finding  out 
what  national  spot  billing  is.  Taylor, 

in  discussing  the  need  for  both  sets  of 

statistics,  said  "We  have  to  know  local 

figures  if "  we  are  to  compete  with 
other  media.  Spot  radio  figures,  alone, 

are  not  radio's  answer." 

The  trade  group's  membership,  at 
this  point,  numbers  800  stations.  Tay- 

lor suggested  the  possibility  that  a 
cross-section  of  RAB  stations  might 

comprise  a  projectable  sample.  This 
would  necessarily  have  to  stem  from  a 
careful  selection  of  certain  stations  for 

size  of  market,  power  or  facilities,  type 

of  community,  and  many  other  con- 
trolling  factors. 

SRA's  first  step  in  reporting  na- 
tional spot  spending  is  bound  to  cre- 

ate a  lot  of  comment  and  interest,  and 

probably  lead  to  bigger  and  better 
things  in  terms  of  more  figures.  So 

thinks  Larry  Webb,  SRA's  managing 
director. 

"We  still  think  the  stations  are  the 
most  natural  source  for  this  type  of 

information.  Once  they  understand 

how  simple  it  could  be,  and  how  non- 
competitive it  is  under  the  Price  Wa- 

terhouse  arrangement,  we  think  more 

of  them  will  be  willing  to  cooperate 
should  we  or  anyone  else  decide  to 

extend  this  project." 
He  hazarded  a  guess  that  a  station 

employee,  working  from  the  station 

log,  could  compile  all  of  the  neces- 
sary monthly  data  as  to  advertiser, 

product,  amount  spent  and  type  of 
buys  in  about  two  hours. 

Webb    is    now    working    with    the 

American  Association  of  Advertising 

\-fii<ic-  iii  ilc\i-ln]iiii;j  a  -tamlanl  bill- 

ing form  which  would  be  recommend- 

ed by  the  4A's  for  use  by  every  station 
in  the  country.  The  form,  as  it  is  be- 

ing developed,  provides  for  five  copies. 

A  sixth  could  be  added,  in  Webb's 
opinion,  and  forwarded  to  Price  \\  a- 
terhouse.  The  form  is  a  combination 

of  station  invoice  to  the  advertising 

agency  and  affidavit  or  proof  of  per- 
formance, which  every  agency  re- 

quires. This  development  is  a  long  way  off, 
however. 

(sponsor  has  carried  many  articles 

on  the  need  for  dollar  figures  in  both 

of  the  spot  media.  For  background 
information  see  following  features: 

"Let's  bring  spot  spending  out  in  the 

open,"  25  July  1955;  "Is  the  iron  cur- 
tain on  spot  tv  $  figures  lifting,"  5 

September  1955;  "sponsor  Asks:  Hotv 
would  the  publication  of  spot  radio 

and  tv  dollar  figures  be  useful  to  ad- 

vertisers and  agencies?"  5  September 
1955;  "One  down,  one  to  go,"  3  Octo- 

ber 1955;  "Wanted,  spot  radio  $  data," 
5  March  1956;  "First  spot  tv  dollar 

figures"  16  April  1956.) 

ROUND-UP (Continued  from  page  53) 

listeners    with    their    special    musical 

requests.  *  *  * 

Store    managers    ami    staifs 

presold   Oil    WQXK's  clients 

•  •  • 

W^)XR  s   Elizabeth   Robinson  &  market  manager 

Elizabeth  Robinson,  merchandising 

executive  at  New  York  City's  WQXR, 
provides  sponsors  with  an  invaluable 
service  that  the  station  modestlv  terms 

"an  unusual  personal  touch."  Ap- 

proaching each  client's  sales  objectives 
and  problems  on  an  individual  basis, 
Mrs.  Robinson  visits  stores  to  familiar- 

ize managers  and  their  sales  force  with 

WQXR-advertised  merchandise. 
Mrs.    Robinson    advises    outlets    on 

SOUTHWEST  VIRGINIA'S  PlO*te&l  RADIO  STATION 

THE  ONE  THEY 

\  LISTEN  TO 

MOST... 

...IS  THE 

ONE  TO  BUY  I 

In  Roanoke  and  Western  Virginia — that's  WDBJ! 

Your  Peters,  Griffin,  Woodward  "Colonel" 

has  the  whole  wonderful  story! 

AM  960  KC 

m  94,9  mc 

Owned   and   Operated   by   TIMES- WORID  CORPORATION 

PETERS,     GRIFFIN,     WOODWARD,     INC.,     National    Representatives 
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WHTN-TV 
CHANNEL   13 

IT'S  A  SELLER'S  MARKET, 
but     we     can     give     you 

the  BIGGEST  BUY   yet! 

TIME:  Now,  while  we're  still  new  .  .  . 
with  rates  set  to  offer  low  cost  per  im- 

pression .  .  .  choice  availabilities  are 
still  open. 

PLACE:  Huntington  —  Ashland  —  Charles- 
ton and  Portsmouth  Markets.  The  rich, 

prosperous,  tri-state  area  of  more  than 
1,250,000  population  conservatively  meas- 

ured from  mail  responses. 

SCENE:  WHTN-TV  with  the  largest  trans- 
mitting antenna  in  the  world  .  .  .  316,000 

watts  of  power  for  maximum  effective 
coverage  ...  a  built-in  audience  of  more 
than  200,000  sets  .  .  .  popular  basic  ABC 
network  programs,  outstanding  local  live 
shows  and  top-notch  films. 

ACTION:  Get  on  our  "bandwagon"  and 
g-r-o-w  with  us!  After  only  one  month  of 
maximum  power,  Channel  13  showed 
36.8%  audience  increase  over  the  first 
audience  report. 

CALL  US:    Huntington,    West   Virginia, 

JAckson  5-7661,  or  our  representatives: 
Edward  Petry  &  Co.,  Inc. 

TV's  %«.  2««* 

WHERE   DOES  GARCIA 
GET  HIS  DINERO? 

Last  month  we  surveyed  the  189  manufacturing 
firms  established  in  the  Phoenix  area  in  the 
past  eight  years.  From  the  122  replies  we  found— 

Spanish-speaking   employees 
t<»    total    employees  24.77% 

ilarle     dI    Spanish-speaking     high  $130.00 
empl  low     $  30.00 

weekly  salary  of  Spanish-speaking 
empl  $  63.64 

(full   details   of   survey   on   request) 
Garcia   Is    a    solid   citizen.     He   gets    a 

pendabie    weekly    pay    check. 
In    the    aggregate    he    numbers    E      
Spanish- Americana.  In  light  of  the 
above  survey  this  makes  a  sizcablo 

market,    doesn't    ft? 

TELL    IT  TO   GARCIA! 
SELL    IT   TO   GARCIA! 
Reach    him.    In    his 
OH  n     native     tOIIKUC, 

over     KIFN.     i  i  n na*s   only 

full  -  titiu-     Spanish 
language    slat  ii>n ! 

ASK    THESE    YANQUIS  HOW    KIFN    SELLS! 

NATIONAL   TIME  HARLAN   C.   OAKES 
SALES  AND  ASSOCIATES 

17  E    42nd  SI.  672    Lafayette 
New  York,  Park    Place 
New   York  Los  Angeles,   Calif. 

KlfH 
860  Kilocycles  •  lOOO  Watts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 

how  to  get  tlic  most  from  upcoming 

campaigns.  She  also  acquaints  those 
at  the  retail  level  with  delivery,  price, 

re-order  and  competitive  conditions. 
In  many  cases  she  arranges  for  a  more 

advantageous  counter  position  and  bet- 
ter use  of  display  material.  Where 

the  product  is  not  stocked  she  finds cut  why. 

At  regular  intervals,  after  the  cam- 

paign begins,  Mrs.  Robinson  makes  re- 
turn visits  to  note  sales  and  listen  to 

retailers  suggestions.  The  calls  also 

leafhrm  continuing  interest  in  the  ad- \ertising. 

The  fact  that  Mrs.  Robinson  makes 

no  particular  demands  on  stores  has 
built  up  valuable  good  will  among 

buyers  and  store  managers.  *  *  * 

Vt'u*  Em/fcftt<!  people,  places 

urr  prof's  raw  material 

The     professors    audition    a     Paul     Revere     bell 

About  60  New  England  radio  sta- 
tions have  carried  programs  prepared 

and  distributed  by  two  Boston  Univer- 

sity professors  who  have  utilized  a 
variety  of  sounds  to  document  the 

American  story  in  sound.  Public  at- 
tention was  recentlv  drawn  to  the  pair 

when  the  Freedoms  Foundation  at 

Valley  Forge  presented  a  George 

Washington  medal  to  WBUR-FM  on 
which  one  of  their  series,  The  New 

England  Adventure,  was  originated. 

Sidney  A.  Dimond  and  George 

"\\  oody"  Sloan  Jr.  are  the  two  who 
came  up  with  the  approach  that  has 

proved  so  fascinating  to  so  main  lis- 
teners. Tape  recording  contrasting 

sounds  of  imhistn  they  tied  them  to- 

gether u>iiii:  a  double  narrative  tech- 
nique. The  first  series  was  called 

Freedom  Speaks  and  was  broadcast  b) 
the  World  Wide  Broadcasting  System. 

They  followed  it  with  a  series  on  a 

Bosl   election  in  which  the)  record- 
id  politicians  statement*  months  prior 
to  the  election  and  then  again  in  the 
heal  "I  the  campaign.  The  incongruity, 

in  Mime  cases,  was  fascinating  as  well 
.1-  politii  all)  enlightening. 

1  lie  pair  have  produced  other  series 
including.  Footnote  to  Freedom  and 

The  New  England  Renaissance.  Com- 
mercial stations  unable  to  produce 

such  shows  themselves  have  been  espe- 

cially enthusiastic. 

The  stress  in  all  of  the  shows  pro- 

duced by  Dimond  and  Sloan  is  on  peo- 
ple and  how  they  live.  Covering  5.000 

miles  of  New  England  their  interviews 
have  included  a  Negro  newspaperman, 

a  farmer  who  willed  his  farm  to  God 

as  a  home  for  1)1*  s  and  an  immigrant 
tailor  who  collected  nickels  and  dimes 

from  his  neighbors  to  build  a  statue 

to  the  Minute  Men.  *  *  * 

Briefly  .  .  . 

Boxing  bouts  in  color  were  tele- 
cast last  week  for  the  first  time  hv 

KMTV.  Omaha,  Nebraska.  KMTY. 
which  claims  to  be  the  first  station  in 

the  country  to  telecast  live  opera,  also 
claims  that  the  live  color  bout  was  an- 

other tv  precedent  setter.  No  less  than 
six  bouts  were  held  in  several  weight 
classifications  featuring  top  amateur 
boxers  from  the  Channel  3  area.  The 

entire  program  was  sanctioned  by  the 
Amateur  Athletic   Union.    AAU   rules 
were  observed. 

*         *         * 

20  inmates  of  the  Minnesota  Stale 

Prison  have  obtained  jobs  outside 

prison,  enabling  them  to  be  paroled. 
The  jobs  were  located  through  the 

efforts  of  WCCO  Radio's  Bob  DeHaven 
who  has  been  interviewing  two  Min- 

nesota inmates  every  Mondav  night  on 
bis  As  You.  Like  ft  program.  Each 

prisoner  interviewed  is  eligible  for 

parole  but  must  have  a  job  before  being 
granted  his  freedom.  \\  arden  Rigg 

has  commented,  "When  someone  of 
Bob's  stature  takes  a  genuine,  sin- 

cere and  realistic  interest  in  the  men, 

it's  a  great  thing  for  prison  morale. 

It"s  picked  up  niv    morale,  too." 
Dow -Jones  averages,  financial 

trends  and  mai  kel  infoi  mat  ion  on  both 

national  and  local  levels  are  featured 

on  Financial  Highlights,  a  new  pro- 
gram broadcast  four  times  a  day  on 

K()\  radio.  Denver.  Sponsor  of  the 
series  is  Boettcher  and  Company. 
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49TH  &  MADISON 
(Continued  jrorn  page  15) 

book,  as  I  have  always  been  one  who 

could  never  remove  it  very  neatly. 
A.  Wayne  Beavers 

Commercial  Manager 

KFEQ,    Radio   and    Tv 

St.  Joseph,   M<>. 

sponsor  is  performing  a  great  serv- 
ice in  publishing  the  fall  network  tv 

lineup.  \\  c  assume  that  you  will  be 

updating  this  chart  from  time  to  time. 
Could  we  have  about  40  reprints  of 
the  current  chart? 

D.  H.  Denenholz 

Dir.  Research  and  Promotion 

The  Katz  Agency 

Neiv  York,  N.  Y. 

FARM  OMISSION 

I  have  discovered  a  serious  dis- 

crepancy in  your  1956  buyers'  guide 
concerning  the  farm  hours  listed  on 

page  84,  where  Spokane.  Wash,  is 
shown. 

Radio  station  KNEW  boasts  of  the 

most  outstanding  farm  team  available 
in  any  market  in  the  entire  United 

States.  Our  regular  farm  programs 
on  a  Monday  through  Saturday  basis 
total  seven  hours,  without  including 

the  specialized  on-the-scene  interviews 

and  special  programs  that  are  con- 
stantly being  aired,  in  addition. 

I  notice  also  that  you  show  one  hour 

of  sports  per  week.  This  past  year, 
we  carried  over  1,000  hours  of  ex- 

clusive sports.  This  included  Tide- 
water-Pacific   Coast    Conference    foot- 

ball and  basketball,  the  Game  oj  the 

Day,  the  Spokane  Indians'  schedule 
home  and  away-from-home,  etc. 

I  appreciated  your  explanations  con- 
cerning the  manner  in  which  this  in- 

formation is  gathered  by  your  buyers' 
GUIDE  publication.  For  the  future,  let 

me  hasten  to  assure  you.  these  in- 
quiries will  receive  our  most  careful 

and  accurate  consideration. 

C.  E.  RODELL 

Manager,  KNEW 

Spokane,  Wash. 

ABOUT  TWO  BOB'S 
Its  interesting  to  note  what  has 

happened  to  Bob  Crane  after  the 
wonderful  break  given  him  some  weeks 

ago  in  Bob  Foreman's  column,  "Agency 

Ad  Libs." 
Leo  Miller 

Pu blicit y  Director 
WICC 

Bridgeport,   Conn. 
•  Bob  Crane,  program  director  and  morning 
di.sk  jockey  on  WICC  will  end  a  five-year  associa- 

tion with  the  Bridgeport  station  11  Aug.  to  join 
KSX,  Hollywood,  Cal.,  outlet  of  CBS.  When  lie 
reports  to  KNX,  Mr.  Crane  will  replace  Ralph Story. 

"In  Phoenix  it's  a  nice  trick  to  ride 

around  the  clock  with  KRIZ." 

MEDIA  BUYING 

The  article  on  "New  scope  in  media 

buying"  in  the  11  June  issue  of  SPON- 
SOR was  read  with  great  interest  by  the 

executives  of  this  agency. 

A  little  over  a  year  ago,  we  revised 

our  approach  to  media  buying  by  in- 
stalling a  marketing  and  research 

specialist  as  our  media  department 
director.  It  was  our  opinion  at  that 
time  that  greater  emphasis  should  be 
placed  on  the  marketing  problems  of 
our  clients  and  that  this  could  best  be 

realized   by   a   specialist   in   this   field. 

Since  we  are  a  medium-size  agency, 

our  media  department  is  not  as  com- 
plex nor  is  it  organized  as  completely 

as  described  in  the  article.  However, 

our  marketing  specialist,  after  becom- 
ing acquainted  with  media  throughout 

the  country,  is  buying  all  of  our  time 

and  space  according  to  our  client's 
sales  problems  and  potentials.  We  find 
this  to  be  much  more  successful  than 
our  old  method. 

.    Thank  you  for  this  article.    Not  onl\ 
was  it  interesting,  but  it  confirmed  our 

thinking  on  media  and  how  this  depart- 

ment should  be  re-organized  to  better 
serve  the  clients  of  an  agencv. 

Frank  Block 
Frank  Block  Associates 

St.  Louis,  Mo. 

EVERETT- 
McKINNEY 
K)  E.  49,  N.Y.      PL.  9-3747 

represent 

WICH 
Norwich,  Connecticut 

For  Busy  New  London  County 

Effective  July   1 

1000  WATTS 
The  Right  Spot 

For  The  Region: 
Norwich,   New  London 

and  Westerly,  R.I. 

IN  BOSTON 

R.  C,  FOSTER 

Statler  Off.  Bldg.  HU.  2-4845 

BRING 

ON 
THE 

MATH 

Lei  them  come  singly  OR  in 
battalions.    WBAM    i-   content   you 
reckon   it-  audience   share  against 
competitive   Montgomery    radio 
station?    singly    or    combination-wise. 

Wiih  a  consistent  31';*.  WBAM 

has  approximately  THREE  TIMI^ l  li<   aud ii  ni  e  o)  its  ai  aresl  competitor. 
I  In    combined  audience  share  of 
\l  1     THREE    network    stations    in 
Montgomery    is    slightly    LESS    than \\  15  \M~    alone. 

IM  I  SE,    Mas.   '56.    <  all    Radio-TV 
Reps.    New    York,    <  hicago,   or 
Ira  Leslie  Collect  O-llO^  l   in 
Bi]  mingham. 
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Hi,  ho 

Hi,  ho 

It's  off  to  fun  we  go 

With  ABC 

Personalities 

On  our  ra-di-o. 

New  York 

Home  of  ERNIE  KOVACS,  MARTIN  BLOCK, 

BEA  WAIN  and  ANDRE  BARUCH,  ARTHUR  VAN  HOF 

FRANK  FARRELL,  HOWARD  COSELL  and 

many  more  favorites. 

Represented  nationally  by  JOHN  BLAIR  &  CO. 
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Archibald  Mvfi.   Foster  was  recently  elected 
a  member  of  the  board  of  directors  of  Ted  Bates 
and  Co.,  /rac.    Foster  is  v.p.  and  supervisor  on 

Hates'  Brown  and  If  il/inmson  account  and  commented 
on  what  he  termed  the  "efficiency"  of  the  broadcast 
media  in  selling  package  goods.   He  told  SPONSOR 
that  he  feels  it  is  possible  to  sell  such  goods  with  the 
use  of  radio  and  tv  entirely.     He  pointed  out 
that  Kools  and   Viceroys,   both   B.&W.  products, 
all  orate  99  and  90%  of  their  ad  budgets  respectively 

to  broadcast.  Says  Foster,  "No  medium  is  as  efficient." 

Xort  \\ yner  has  left  Emil  Mogul  Advertising  to 
become  director  of  sales  and  advertising  of  the 
Monarch   Wine  Co.  Inc.,  producer  of  Manischewitz 
wines.    Wyner  had,  for  the  past  two  years,  been 
account  supervisor  for  Manischewitz,  one  of  MoguFs 
accounts.    The  period  was  marked  by  a  substantial 
rise  in  Manischewitz  sales  throughout  the  country. 
The  appointment  made  by  Monarch  was  recommended 
by  Emil  Mogul  personally.    Prior  to  joining  the 
Mogul  agency  in  1952  Wyner,  among  other  positions, 
was  editor  of  Television  Magazine  and  millinery 

news  editor  of   Women's    Wear  Daily. 

John  jW.  Andvrson   will  henceforth  be  the 

director  of  advertising  and  promotion  for  the  Tea 
Council  of  the  U.  S.  A.,  Inc.    The  announcement 
was  made  recently  by  Robert  B.  Smallwood, 
chairman  of  the  board  of  directors  of  the  Council. 
For  the  past  six  years  Anderson  has  been  the 

Council's  director  of  promotion.    Previously  he  was 
v.p.  of  the  Faugh t  Co.,  a  public  relations  firm; 
associate  director  of  publications  and  promotion 
for  the  Committee  for  Economic  Development ; 
and  director  of  promotion  for  Columbia  Records. 

He's   a   graduate   of   Bucknell    University. 

Reuben  It.  Kntiftiiati,  president  of  Guild 

Films,  has  his  sights  set  on  radio  station   If  1/  /  1/ 
and  tv  outlet  WMBV  in  Green  Bay-Marinette, 

Wisconsin.    Guild's  invasion  of  radio  and  television, 
on  the  managerial  level,  is  the  latest  in  a  succession 
of  expansile  moves  made  since  the  outfit  organized 
as  a  tv  film   distributor  in   1952.    Guild,    which 

now  produces  12  tv  shows,  commercials,  industrial 

and  public  service  films,  hopes,  under  Kaufman's 
leadership   to   purchase   a    lull   quota   of   tv   stations. 
Though   the  first  purchases  have  not  yet  been 
approved  by  the  FCC  Guild  is  looking  to  a  bright 
future  in  its  latest  undertaking 

SPONSOR 

GOES 

WEEKLY 

2  NOVEMBER 

WITH 

A 

FOUR-POINT 

EDITORIAL 

PROMISE 

1,  essential  reading 

2,  useful  reading 

3,  fast  reading 

4,  pleasant  reading 

A  complete  weekly 

wrap-up  in  depth 

for  very  busy  executives. 
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CAN  YOU  USE 

EXTRA  COPIES  OF 

FALL  FACTS  BASICS? 

HERE  ARE  TWO  WAYS  TO  GET  THEM  QUICKLY 

1. 
Subscribe  for  your  own 

personal  subscription 
to  SPONSOR  .  .  .  at  home, 

perhaps. 

A  copy  of  Fall  Facts  Basics 
is   included    FREE   .   .   . 

as  is  Buyers'  Guide  to 
Station  Programing. 

Clip  and  Mail  to  Subscribe 

SPONSOR,  10  East  19  Street,  New  York  17,  N.Y. 

Please  enter  mv  subscription  for: 

□  one  year  —  $8  □  two  years — $12 

Fall   Facts  Basics  and   Buyers  Guide  are  included 
Free 

Name    _         

Company 

Address 
City 

home 

office 

Zone State 

We'll   gladly   bill   your   subscription   .   .   .   but   please 
remit  payment  for  single  copies,  please. 

2. 
Already  a  subscriber? 

Additional  copies  are  available 

at  50c  each   .   .  . 

while  the  supply  lasts 

( additional  copies  '>!'  Buyers' Guide  to  Station  Programing 
are  $2  each.) 

■      I    lip   and    M ail   for  Extra  Copii  - 
!     SPONSOR, JO  East  49  Street,  New  York  17.  Vt I  am  atread f  a  subscriber.                                         i 

Send   me 

50c  each 
extra   copies   Fall   Facts  Basics  @ 

Send    me 

$2.00    each 
extra    copies    Buyers'    Guide    @ 

1      Name City 

Zone            State                    1 

We'll   gladly  bill  your  subscription  .  .  .  but   please 
remit   payment   fur  single  copio,  please. 



TIMEBUYERS! 
Have   we   got   your   number 

in   the   hat 

Once  each  week  for  13  weeks 

we  will  draw  a  number  which 

will  entitle  the  winner  to  an 

all  expense  week's  vacation  for 

two  to  the  Tropical  Wonderland 

of  America! 

*-. 

The  Home  of 
the 

"BIG  SIX" WKAT 
Miami, 

Florida 

You   will  be  flown   by   the  airline  with  one  of  the  finest  safety  records  in 

America  .  .  .  Trans  American.    You  will  stay  at  the  fabulous  Golden  Gate 

on  the  ocean. 

You'll  be  provided  with  a  car*  for  your  use  during  your  stay. 
(•(online    National   Cai    Rental    System 

If  you   have  not  entered  your  number 

call  Headley-Reed  ...  or  wire  collect,  WKAT. 

Remember -- It's  on  the  house  .  .  .    WKAT  that  is! 
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REPORT  TO  SPONSORS  for  9  July   1956 

(Continued  from   pat/v  2) 

Contracts  for  new  network  shows   formulated  by  NBC   TV   in  past  year  have 
provisions   for   political   preemptions   that   ABC   TV  and   CBS   TV  may  now 
follow:   Network   includes   clause   giving   it    right    to   2  preempts    in  any 
52-week   show   contract   upon  45-day  notice.      Proviso  makes    it   possible 
for   political    candidates   to   bypass   talent    compensation  and   commission 
to   preempted   agency,    if   preempted   show  was    signed   on   such   contract. 

NBC  TV  sets  new 

preempt  pattern 

Shop  early  for 

fall  ad  jobs 

New  patterns 
in  spot 

Paris  fashion 

show  for  tv 

King  Sullivan 

in  danger? 

Don't  tell 

anybody,  but .  .  . 

NBC's  'Weekday' 
gets  overhaul 

-SR- 

Agency  personnel  wanting  to  change  jobs  this  fall  will  do  well  to 

start  bringing  resumes  up-to-date  ;  making  applications  now  in  antici- 
pation post-vacation  openings.   Large  number  of  reruns  tighten  summer 

radio-tv  job  market.   Fall  shows,  ad  campaigns  open  up  new  jobs 
come  August,  September.   Next  big  turnover  period  follows  Christmas 
for  about  2  months. 

-SR- 

Major  1956  weapon  in  battle  of  tv  clearances:  long-term  spot  con- 
tracts.  Big  spot  advertisers  now  buying  on  52-week  basis  to  carve 

out  prime  nighttime  franchises  in  spot  tv.   Even  seasonal  clients  are 

buying  late-summer  campaigns  to  get  prime  avails  for  fall.   In-and-out 
pattern  of  previous  seasons  is  no  longer  feasible  for  clients  with 
eye  on  top  nighttime  schedules.   Spot  radio  buying  patterns  are  also 
changed,  as  result  of  increased  business:  Clients  buy  greater  spread 

throughout  day,  more  frequency  and  long-term  contracts. 

-SR- 

First  extensive  video  coverage  of  Paris  fashion  showings  will  appear 
on  ABC  TV  29  August,  sponsored  by  Peter  Pan  Foundations.   Sponsor  will 
film  commercials  in  Paris.   Program  will  be  mostly  film. 

-SR- 

Madison  Ave.  is  watching  Sunday  night  Sullivan-Allen  battle  with 
heightened  interest  in  wake  of  Trendex  data.   Figures  for  1  July  gave 
Allen  20.2  rating  for  full  hour;  Sullivan,  14.8.   Other  rating  data 

is  awaited  for  full  national  picture  (Trendex  covers  15  markets). 

Allen  got  highest  share  (55.3%)  of  8-9  p.m.  Sunday  audience  since  30 

May  1954  when  Martin  &  Lewis  were  on  "Comedy  Hour." 

-SR- 

Ad  agencies  will  be  interested  in  learning  they  are  the  culprits  be- 

hind Washington's  network  tv  probe.   Source  for  this  is  "The  Nation," 
in  an  article  entitled:  "Madison  Ave.  Jungle:  Adman  an  Madmen." 

Author  David  Cort  says,  "The  (ad)  agencies  are  outraged  that  they 
have  not  yet  got  the  same  free  hand  in  tv  as  in  radio.   Senator  John 

Bricker's  Congressional  investigation  would  challenge  the  monopoly 
that  networks  have  in  tv.   Who  would  be  behind  the  investigation? 

Who  but  the  agencies?" 
-SR- 

New  NBC  Bandstand,  moving  in  30  July  to  replace  a.m.  portion  of  Week- 
day^ will  have  name  personality  like  Hoagy  Carmichael,  Dick  Haymes 

or  Johnny  Mercer  as  "Mr.  Music."   Big  name  bands  to  rotate  daily, 
originating  from  off-beat  site.   One  possibility:  outside  network  on 
Rockefeller  Plaza;  10:00  or  10:30  half-hour  may  be  simulcast.   P.m. 

portion,  3-5  daily,  expected  to  be  dramatic  serials  from  NBC's  back- 
log of  old  properties. 
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SPEAKS 

Washington  box  score 

If  who's  investigating  what  in  Wash- 
ington occasionall)  confuses  the  ad- 

man interested  in  television,  il  s  no 
wonder.  I  lure  have  been  at  least  five 

congressional  and  governmental  agen- 
cies  activel)  probing  video  in  1956. 

I  he)  include  three  congressional  com- 
mittees, one  cabinet  department  and 

one  government  commission. 

For  those  who  want  to  keep  a  score 

card  of  tv  probes,  here's  the  rundown: 
1.  Senate  Committee  on  Interstate 

and  Foreign  Commerce  This  group, 

headed  b)  Warren  <-.  Magnuson  of 
Washington,  has  been  hogging  the 
headline-  llii-  scar  1>\  \irtue  of  testi- 

mony regarding  the  twin  targets  of  its 
investigation:  (a)  t\  station  allocation 
and  the  nil f  problem,  (bl  t\  network 

operations.  An  interim  report  on  the 

allocations  problem  was  expected  mo- 

mentaril)  at  sponsor's  presstime.  The 
committee  will  not  report  on  networks 
until  after  Congress  adjoui  ns. 

2.  Federal  Communications  Com- 

mission I  nless  overridden  by  Con- 

gress,  the  FCC  has  ultimate  responsi- 
bililx      for     making     regulations     perti- 

nent to  the  broadcasting  spectrum  and 

■  .Main  aspects  of  network  operation-. 
\\  bile  the  FCC  has  no  jurisdiction  over 
the  network-  I  a  situation  Senator  John 

\\ .  Bricker  of  Ohio  would  like  to  rec- 
ti f\  I,  the  commission  does  regulate 

contractual  relations  between  stations 

and  networks.  The  Commission  recent- 

K  offered  two  proposals  regarding  al- 
lot -aliens  —  one  providing  for  selective 

de-intermixture  of  uhf  and  vhf  in  15 

markets,  the  other  (a  long-range  plan) 

suggesting  the  possibility  of  shifting 
all  or  a  major  part  of  video  to  uhf.  As 

for  network  operations,  the  FCC's  Net- 
work  Stud)  Group  under  Dean  Roscoe 
Barrow  of  the  Cincinnati  Law  School 

is  expected  to  report  next  year. 

3.  House  Judiciary  Committee — The 
\nti-Monopoly    subcommittee    of    this 

group  (headed  by  Representative 
Emanuel  Celler  of  New  York,  who 
chairs  the  full  committee  as  well),  is 

trying  to  find  out  whether  network  af- 
filiation practices  are  monopolistic  and 

to  what  extent,  if  any,  networks  and 
others  influence  FCC  decisions.  At 

presstime,  hearings  were  on  the  sched- 
ule for  the  last  week  of  June  and  most 

of  July  and  August.  Much  of  the  ma- 
terial covered  will  probabl)  duplicate 

Senate  Commerce  Committee  testi- mony. 

4.  House  Small  Business  Commit- 

tee— A  subcommittee  of  this  group,  led 

b)  Representative  Joe  Evins  of  Ten- 
nessee, hit  the  headlines  earlier  this 

vear  with  the  sensational  charge  b\ 

Evins  that  FCC  personnel  are  afraid 

to  be  identified  with  anti-network  pro- 
posals. This  was  subsequently  denied 

b)  the  party  who  allegedly  made  the 
charge  to  Evins.  The  subcommittee 

held  two  days  of  open  hearings  and 
recently  there  has  been  no  further  word 

from  it.  This  group's  concern  is  with 
the  impact  of  large  business  groups  on 

small  ones — meaning,  in  the  case  of  tv. 

the  impact  of  network  power  on  sta- 
tions and  independent  programers. 

5.  Department  of  Justice  —  Prime 
concern  of  the  department,  insofar  as 
tv  is  concerned,  is  the  monopoly  ques- 

tion. Assistant  Attorney  General  Stan- 

lev  Barnes,  who  heads  up  the  anti-trust 

bureau,  explained  to  the  Senate  Com- 
merce Committee  that  any  require- 

ment buyers  must  purchase  network- 
produced  shows  to  get  prime  time 
would  be  a  violation  of  anti-trust  laws. 
Barnes  said  the  department  was  alerted 

to  watch  for  any  such  evidence  since  it 
could  be  construed  as  block-booking,  a 

practice  declared  illegal  by  the  Su- 
preme Court  in  the  Paramount  case. 

The  Justice  Department  official  also 
said  he  had  received  a  few  complaints 

about  network  option  time  and  must- 

buy  networks  but  Barnes  did  not  indi- 
cate he  was  investigating  these  areas. 

*        *        * 

Fall  Facts  Basics 

Simultaneous  with  publication  of 
this  issue  of  sponsor  appears  the  10th 
annual  edition  of  Fall  Facts  Basics. 

For  the  first  time,  Fall  Facts  Basics  is 

a  self-contained  publication  but  the 

concept  on  which  Fall  Facts  Basics 

was  built  a  decade  ago  remains  un- 
changed. Its  purpose  remains  to  give 

the  advertiser  and  agency  executive  a 

complete  wrapup  of  the  trends  and 
facts  be  must  be  aware  of  in  order  to 

buy  and  use  lime  most  effectively. 
Packed  into  nearly  300  pages  are 

question-and-answer  statu-  reports  on 

spot  and  network  television:  on  film: 
on  spot  and  network  radio  plus  three 
(  hart-and-figure  Basics  sections  cover- 

ing television,  radio  and  film.  We 

think  you'll  want  to  use  Fall  Facts 
Basics  in  two  ways:  (1)  for  immedi- 

ate reading  and  I  2)  as  a  desk-top  ref- 
erence throughout  the  \ear. 

Applause 
Spot  radio  dollar  figures 

I  be  release  b)  the  Station-  Repre- 
sentatives Association  oi  spot  radio 

dollar  figures  foi  the  first  five  months 

of  tbi-  year  together  with  the  corre- 

sponding figures  for  I').").")  i-  welcome 
data  for  the  advertising  industry. 
I  here  can  and  should  be  nothing  but 

praise  for  the  effort  and  results  this 

ni-.  I  he  17',  increase  in  spot 
radio  spending  shown  b)  the  SRA  data 

lc-tifies  more  than  ever  to  the  need  for 

such  information  and  the  importance 

of  the  spot    ladio  medium. 

sponsor,  however,  regards  this  as 
the  first  step,  nol  the  end.  All  the 

[acts  possible  about  spot  radio,  it- 
value  and   ii-  use  should   be  an  open 

I   k.      \nv  thing    less    is    to    underrate 

iis  advertising  effectiveness.  While  ad- 
vertisers no  doubt  welcome  this  over- 

all measurement  of  spot  -pending,  the 

big     question     is     -till     unanswered: 

"W  hat  is  my  competitor  spending  in 

spot  radio?"  The  cloak-and-dagger 

operations  among  agencies  will  con- 
tinue until  the  answer  is  published. 

until  spot  radio  spending  hv  brands 
becomes  public  knowledge. 

We  know  jus|  how  difficult  a  job  it 

will  be  to  get  figures  for  spot  radio 

-pending  of  individual  advertisers  to 
match  those  TvB  publishes  for  spot  tv. 

Bui  we  are  convinced  the  job  will  be 
done  and  sooner  than  man)    think. 

SPONSOR 



THEIR 

EXPERIENCE 
YOUR 

SALES  RESULTS 

This  group  of  experienced 

Meredith  station  executives 

meet  regularly,  sharing 

their  ideas,  their  know-how. 

The  result,  their  better  broad- 

casting, better  telecasting  — 

and  your  better  sales  results. 
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Some  reasons  why 

L1  ft  I : 
KFRM 

BEA  JOHNSON  (McCall  Magazine  "Golden  Mike"  a.v; 
winner),  Director  of  Women's  Activities  for  KMI 
KFRM  and  KMBC-TV,  has  one  of  the  most  loyal  au 

ence  groups  on  record.  Her  "Happy  Home"  shows radio  and  television  provide  women  in  the  Heat 
America  with  a  service  they  love.  Recently,  when  I 
was  hospitalized  with  a  minor  illness,  her  fans  sei 
1,512  get-well  cards  and  letters.  With  such  a  faith 
following  of  personally  interested  listeners,  no  won 
Bea's  brand  of  selling  gets  such  amazing  results! 

BUCKEY  WALTERS,  platter-spinner  deluxe,  brings  a  N 
Selling  Sound  to  KMBC-KFRM  by  punctuating  cc 
mercials  and  chatter  with  clever  piano  backgrour 
Buckey's  audience  has  grown  steadily  in  just  six  sh 
months,  as  is  evidenced  by  this  recent  mail  resprni 
Two  one-minute  requests  asking  listeners  to  write 
giving  their  age  and  the  number  in  their  family  brou. 
3,653  replies.  The  only  inducement  was  the  promise 
a  printed  Valentine  cookie  pattern.  With  this  kind 

audience  action,  it's  easy  to  see  how  sponsors  are  s 
on  KMBC-KFRM! 

ellingest 
stations 

in  the  Heart 

of  the  Nation 

JIM  LEATHERS,  Associate  Farm  Service  Director,  dj 
an   outstanding  selling  job  on   any   item  with  a  n 
appeal.   One   recent  experience   points   up  the   drams; 

pulling  power  of  Jim's   personality:   On  his  6:45 
program,  a  major  fertilizer  manufacturer  offered  a 
highway  atlas  and  fertilizer  booklet.  It  was  a  regial 
promotion;    with    ten    radio    stations    and    farm    papl 
being    used,    in    addition    to    KMBC-KFRM.    Cost-rff 
inquiry  breakdowns  showed  KMBC-KFRM   lowest  v| 
90c  .. .  other  costs  ranked  from  $1.12  to  $12.16.  Anot 
example  of  KMBC-KFRM  radio  that  sells  as  it  sen 

Radio  advertising  can  "tell"  or  it  can  "sell."  If  your  audience 
listens  with  only  half  an  ear  —  distracted  by  gimmicks  and 
monotonous  programming  —  chances  are  your  commercial 
message  is  told  rather  than  sold. 

But  —  if  you  penetrate  the  buying  consciousness  of 
your  listeners  with  skillful  commercial  handling  .  .  .  delivered 
in  an  atmosphere  of  good  taste  by  personalities  who  are 
known  and  respected  by  the  audiences  they  serve  .  .  .  then 
you  have  a  formula  for  selling  that  really  gets  results. 

And  that's  the  kind  of  selling  you  get  on  KMBC-KFRM! 
Example:  In  a  recent  mail  pull  promotion  by  a  local  savings 
and  loan  company,  KMBC-KFRM  pulled  430  requests  from 
15   commercials    as   compared   to   275   from    17   commercials 

SAM  MOLEN,  KMBC-KFRM  and  KMBC-TV  Sports 
rector,  oversees  one  of  the  most  powerful  radio  spJ 
services  in  the  broadcasting  business.  In  addition  to| 
three  daily  radio  and  nightly  TV  sportscasts,  Sam 
a  heavy  schedule  of  special  sports  events,  tournamei 
etc.;    and   helps   coordinate   the   major   league   basef 
broadcasts  of  the  Kansas  City  A's  network  which  sei 
47  stations  in  seven  states  from  KMBC  as  key  stat| 
This  is  the  second  successful  season  for  these  broadci 
under  the  sponsorship  of  the  Schlitz  Brewing  Compsj 
Last  year's  ratings  showed  that  59.9'',  of  the  radio  al 
ence    in    the    Heart    of    America    enjoyed    baseball! 
KMBC-KFRM! 

which    were  aired   on   a   gimmick    station. 
Your  commercials  are  staged  amid  a  back  drop  of  fnj 

exciting,  new  program  ideas  ...  a  forceful  format  of 
Sounds  that  is  daily  capturing  a  bigger  and  bigger  shan 
audience  in  the  Heart  of  America.  The  latest  Pulse  sH 
vividly  this  trend  to  KMBC-KFRM  programming. 
KMBC-KFRM  gain  in  total  rating  points  was  more  t 
three  times  that  of  the  next  station  .  . .  and  two  other  mi 
stations  in  the  market  actually  lost  ground! 

If  you're  after  radio  results,   look  to   KMBC-KFRM 
deliver  the  goods!   Peters,  Griffin,  Woodward,  Inc.  can 
you  who,  what,  when,  where  and  how  to  buy  for  maxin 
sales  success. 

KMBC  V  Kansas  City        KFRM  j**  tne  State  °*  Kansas 

v 
I'll  IKS     C,K||  I  IN 

V    I  j.  ID«  MM.    mi 

j   Bj  in  the\Heart/of  America 

DON   DAVIS.   First  VP  and  Commerc 

JOHN    SCHILLING,    VP    and    Genera  fl 

GEORGE    HIGGINS,    VP   and   Sole 

MORI    GREINER,    Director    of    Tele 

DICK     SMITH,    Director    of    Radio 

and  in  television,  the  Swing  is  to  KMBC-TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Stati 
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Proof  off  dominance! 
June  1956  figures*  give  WXEX-TV 

rf 

more  viewers 
per  rating  point 

Number  of  TV  homes 
in  Grade  B  area 

TV  homes  per  rating  point 

projected  to  Grade  B  area 

2,05 
STATION   B 

STATION  C 1  74,800 

754 

1,748 

WXEX-TV  delivers  16.9' ;  more  TV  homes  than  Station  B— 17.3r;  more  than  Station  C. 

WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 
Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

'Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated  by  Kear  &  Kennedy  (consulting  radio  engi- 
neers, Washington,  I).  C.)  from  information  on  file  with  FCC  and  based  on  latest  available  ARK  figures  updated  to  June  1,  1956. 

The  dominant  station  serving  Richmond, 
Petersburg  and  Central  Virginia 

Tom  Tlnsley,  President NBC  BASIC— CHANNEL  8 Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 



SPONSOR   •   FALL  FACTS  BASICS   •   JULY  1956 

NEWSMAKING  BASICS 
NETWORKS  STILL  GET  LION'S  SHARE  OF  ADVERTISERS'  TELEVISION  DOLLARS 

Shade  more  than  50%  of  $1,005,000,000  spent  in  tv  advertising  during 

1955  went  to  networks.   McCann-Erickson* s  Central  Research  Department 
estimates  dollar  breakdown:  $520,000,000  in  net,  $265,000,000  in 

spot,  $220,000,000,  local.   Total  '55  topped  '54  by  $195,900,000. 

FILM  DISTRIBUTORS'  ANNUAL  SALES  HEADED  FOR  $260,000,000  MARK 

By  1960,  CBS  Film  Sales  estimates  annual  sales  volume  of  the  tv  film 
distribution  business  will  be  $260,000,000,  up  from  an  estimated 

$100,000,000  this  year;  from  $1,500,000  in  '48. 

MOST  PEOPLE  TUNE  TO  RADIO  IN  MORNING  TIMES  FROM  8  TO  NOON 

In  morning  from  8  until  noon  on  weekdays,  7,999,000  homes  tune  to 
radio  ;  from  noon  to  6  p.m.,  6,580,000.   On  Sunday  through  Saturday, 
6  to  11  p.m.,  number  of  homes  tuned  in  slips  to  4,130,000. 

MORE  COLOR  PROGRAMING  CRUX  OF  SPONSOR  ACCEPTANCE  AND  COLOR  SET  SALES 

Amount  of  color  programing  offered  by  stations  and  networks  will 

increase  in  1956-57  as  only  means  by  which  stations  can  (1)  promote 
color  tv  set  sales  (2)  stimulate  interest  among  sponsors  towards 
color  as  important  advertising  factor.   Fact  that  only  about  6 
stations  are  charging  color  rates  indicates  color  has  far  to  go  to 

become  commercial  success  ;  is  caused  by  lack  of  color  sets-in-use. 

TV  SET  PRODUCTION  OFF  IN  1ST  QUARTER,  BUT  SATURATION  KEEPS  GROWING 

Although  RETMA  reports  343,000  less  tv  sets  produced  in  1st  quarter 
1956  than  in  1st  quarter  1955,  Census  data  for  this  February  puts 

home  ownership  at  35,000,000  sets  for  73%  saturation,  or  gain  in  satu- 
ration over  1955  of  8%.   Manufacturing  slump  in  sets  this  spring  fol- 

lowed pattern  of  auto  industry  softness,  indicates  no  long  term  trend. 

AUDIENCE  COMPOSITION  VARIES  GREATLY  WITH  TYPES  OF  FILM  SHOWS 

Advertisers  buying  film  shows  can  attract  nearly  the  exact  type  of 
audience  composition  sought.   Examples  of  variances  in  viewing 
categories:  Liberace,  167  viewers:  37  men,  94  women,  24  teens,  12 
children.   Captain  Gallant,  221  viewers:  47  men,  45  women,  27  teens, 
192  children.   Westerns  remain  perennial  kid  favorites. 



FOOD  PRODUCTS  SPEND  MORE  MONEY  THAN  ANY  OTHER  INDUSTRY  IN  NETWORK  TV 

Last  year,  food  product  advertisers  spent  almost  $80,000,000  in  net- 
work tv,  about  $60,000,000  more  than  toiletries,  next  biggest  invest- 

ing class.   Cars,  accessories  spent  $47,000,000;  drugs,  $23,000,000. 

MANY  RADIO  SETS  ARE  LOCATED  IN  CARS,  IN  HOME  AREAS  OUTSIDE  LIVING  ROOM 

Trend  in  radio  set  location  is  to  cars,  areas  outside  living  room. 

25.9%  of  all  sets  are  in  cars;  68.3%,  homes;  5.8%,  other  locations. 
Of  household  sets,  25.1%  are  in  living  room;  21.4%,  bedroom;  16.0%, 
kitchen;  4.4%,  dining  room;  1.4%,  den.   There  are  35  million  car 
radios  today,  compared  with  7.5  million  in  1946. 

THE  YOUNGER  THE  HOUSEWIFE,  THE  MOR?  SHE  WATCHES,  THE  LESS  SHE  READS 

Housewives  under  35  spend  12  times  more  minutes  with  tv  than  news- 
papers, Pulse  survey  in  Chicago  showed.   Ratio  of  viewing  time  over 

reading  time  diminishes  as  housewife  grows  older,  but  tv  still  claims 

edge.   In  35-49  age  group,  tv  leads  4.6  to  1;  in  50-plus  group,  3.7  to  1. 

NETWORK  FILM  RERUNS  KEEP  74%  OF  THEIR  FIRST-RUN  RATING  LEVELS 

Nielsen  compares  what  buyer  gets  from  (a)  an  original  film  show  and 
(b)  a  rerun.   Original  rating  of  30.2  compares  with  rerun  of  22.3  with 

second  showing  getting  audience  74~o  as  big.   Original  film  was  seen 
an  average  of  25.3  minutes;  rerun,  23.6.   Original  film  audience, 
27.3%  of  homes  tuned  during  average  minute;  rerun,  18.9%. 

LITTLE  DIFFERENCE  IN  AUDIENCE  TUNE -IN  FOR  NET  AND  NON-NET  SHOWS 

Audience  for  network  sponsored  tv  programs  and  for  all  other  shows 
is  about  same.   Of  total  viewing,  40.5%  is  network;  50.5%,  all  other. 

NUMBER  OF  WEB  RADIO  CLIENTS  UP,  BUT  TOTAL  HOURS  DECLINE 

More  advertisers  are  buying  network  radio  today,  but  total  number  of 
sponsored  network  hours  is  less  than  in  past.   Biggest  reason  is 
continuing  trend  toward  purchase  of  smaller  time  segments.   ABC  shows 

404  sponsored  program  broadcasts  in  1951,  620  in  1956,  a  gain  of 
53%.   Segmentation,  announcements  make  this  typical  of  all  nets. 

TV  ATTRACTS  GREATER  AUDIENCE  IN  WINTER  MONTHS  THAN  DURING  REST  OF  YEAR 

Viewing  is  high  all  year  round,  daytime  average  one  hour,  39  minutes 
daily,  2  hours,  4P  minutes  at  night.   Both  day  and  night  lose 
slightly  in  spring  and  summer.   Daytime  peak  is  2  hours,  10  minutes 
in  winter;  drops  to  1:57  in  spring;  1:20  in  summer.   Nighttime  hits 
3  hours,  25  minutes  in  winter:  3:06,  spring;  2:03,  summer. 
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THE   AMERICAN  TOBACCO  COMPANY 

Lucky  Strike  Cigarettes 

"Your    Hit    Parade"*    (Replaced    by 

"Adventure  Theater"  during  summer. ) 

"The  Jack  Benny   Program"*    (Alter- 

nates   regularly    with    "Private    Secre- 
tary." Off  during  summer.) 

"Private    Secretary,"*     starring     Ann 
Sothern     (  Alternates    regularly    with 

"The  Jack  Benny  Program."  On  every week  during  summer.) 

ARMSTRONG   CORK   COMPANY 

Resilient   Floors,  Building  Materials 

"Armstrong   Circle   Theater"* 
BRISTOL-MYERS   COMPANY 

"Han"   Deodorant— T  rushay 

"Alfred  Hitchcock  Presents"*t 

"Arthur  Godfrey  and  His  Friends"*t 

"Arthur   Godfrey  Time"** 

"Carry   Moore   Show"* 

"Playhouse  90"** i  beginning  Oct.  1) 

CAMPBELL   SOUP   COMPANY 

Carflpbell's  Soups 
"Lassie*1  (Every  week  beginning 
Sept.  9.) 

"Campbell  Star  Stage"* 
"On  Trial"*  (To  replace  "Star  Stage" 
beginning  Sept.  7.) 

Advertising 

"Mickey  Mouse  Club"** 
DE   SOTO-PLYMOUTH    DEALERS 

OF  AMERICA 

"You  Bet  Your  Life,"  starring  Croucho 
Marx 

E.  I.  DU  PONT  DE  NEMOURS  &  CO.  (INC.) 

"Du   Pont  Cavalcade  Theater" 

GENERAL   ELECTRIC   COMPANY 

"The  General  Electric  Theater" 
"Medic"      i  <  ■  1     1   imp   Division  ) 

"Warner  Brothers  Presents"*   <  I"  re 
place  "Medic,"  beginning  in  Septem- 

ber.) 

THE   B.   F.   GOODRICH   COMPANY 

I    ■■   Sauer"  Tubeless  Tires 

"The   George    Burn-   &   Gracie   Allen 

Show"* 

GENERAL   MILLS,   INC. 

Belli   Crocket    Mixes    and  Other 
General  Mills  Products 

"Bob  '  'ro-liv  Show"* 

"Mickev   Mouse  Club"** 
"The   George    Burn-    &    Gracie     Vllen 
Show"* (beginning  Oct.  15) 

"Garry  Moure  Show"t 
'  \\  yatt  Earp"t 

\  il.  int  Lady't 

LEVER    BROTHERS   COMPANY 

"Art   Linkletter's   House   Tarty"** 
"Gordon   MacRae   Show" 
"On  Trial"*    (beginning   Sept.   11) 

MINNESOTA    MINING   &   MANUFACTURING 

COMPANY 
"Scotch"  llrantl  Cellophane,  Others 

\l  ii  kej    Mi  use  Club"** MURRAY   CORPORATION   OF   AMERICA "Easy  "  /(  ashers 

"Arthur  Godfrey  Time"' 
REVLON   PRODUCTS   CORP. 

Satin-Set.'    'Touch    and    Glow,'    Lip- 

sticks and  'Futurama.'  and  Nail Enamel 

lion"
 

'I  he  164,00
0  

Chall
enge"

* 

UNITED   STATES   STEEL   CORP. 

"United  States  Steel  Hour"* 
WILDR00T   COMPANY,    INC. 

ff'ildroot  Cream-Oil  Hair    Tunic 

"The  Adventure-  of  Robin  Hood"* 

ZENITH   RADIO   CORP. 

Zenith    Radios.    TV 

"N(   \  \     I  ■    tb  d]"    ( •  i    sponsorship. 
Beginning   Sept.   22.) 

•Allctn.,1,   M  ■  nt  fParlicipaling 

Batten,    Barton,    Durstine    &    Osbori 
Inc 

NEW    YORK.  ATLANTA.  BOSTON.   CHICAGO.   CLEVELAND.  DALLAS.  DETROIT.  HOLLYWOOD.   LOS    ANGELES.  MINNEAPOLIS. PITTSBURGH. SAN    FRANCISCO.  SEATTLE. TORONTO 



PROCTER  &  GAMBLE  IS  NATION'S  NO.  1  NETWORK  TV  BUYER  FOR  THE  FIFTH  YEAR 

P&G  has  been  first  on  list  of  tv's  top  10  buyers  since  1951.   Most  of 
other  9  switch  around  positions  in  lead  lineup  rather  than  into 
or  out  of  it.   Others:  Colgate,  Chrysler,  Gilette,  General  Motors, 
General  Foods,  R.  J.  Reynolds,  American  Tobacco,  General  Mills,  Lever. 

RADIO  LISTENING  VARIES  LITTLE  BUT  HITS  SOME  SMALL  WINTER  PEAKS 

Radio  listening  is  pretty  well  evened  out  over  different  seasons,  but 
there  are  small  spurts  above  the  national  averages  during  winter 

months  in  both  day  and  night,  and  in  the  winter  and  spring  months 
during  the  day.   Nighttime  average  of  33  minutes  daily  goes  up  to  35 
minutes  in  winter,  down  to  32  in  soring  and  summer.   Daytime  average 
of  one  hour,  32  minutes  hits  one  hour,  36  minutes  in  winter  and 

spring,  dips  to  one  hour,  25  minutes  when  summer  comes. 

MORE  THAN  TWO-THIRDS  OF  ALL  LOCAL  TV  PROGRAMING  IS  FILMED 

NARTB  estimates  32  hours,  48  minutes  of  local  film  is  telecast  weekly 

on  average  station,  compared  with  17  hours  of  local  live.   Film 

represents  third  of  total  television  programing,  104  hours,  2  minutes. 

NET  TV  AUDIENCES  NOW  PREFER  HALF-HOUR  DRAMAS  TO  SITUATION  COMEDY 

Biggest  gainer  in  popularity  of  show  types  on  net  tv  is  30-minute 
general  drama;  biggest  loser,  situation  comedy.   During  past  winter, 
average  home  spent  17%  of  viewing  time  with  former,  16%  with  latter, 

reversing  habits  of  winter  of  1954-55  when  situation  comedy  rode  2  to 

1  over  half-hour  dramas.   Figures,  based  on  Nielsen  Tv  Index,  also 
show  that  if  general  dramas  of  all  lengths  (30-,  60-,  90-minutes)  were 

pooled  they'd  be  2  to  1  over  situation  comedy  in  percent  viewing  time. 

HOW  FEATURE  FILM  COSTS  TO  STATIONS  VARY  BY  DIFFERENT  SIZE  MARKETS 

Comparison  of  average  per-hour  feature  film  cost  to  stations  in  dif- 
ferent size  markets  shows  the  following:  cities  to  99,000  families, 

$29;  100,000-249,999,  $39;  250,000-499,999,  $62;  500,000-999,999,  $75; 
1,000,000  and  over,  $155.   Talent  fees  follow  pattern. 

Data  is  from  NARTB' s  1956  Film  Manual. 

0UT-0F-H0ME  RADIO  LISTENING  ADDS  BIG  BONUS  AUDIENCE  TO  IN-HOME  FIGURES 

Out-of-home  listening  varies  as  greatly  as  percentage  of  in-home 

listening  from  market  to  market.   It's  not  unusual  for  away-f rom-home 
auto  and  portable  listeners  to  represent  as  much  as  20%  of  the  at- 
home  audience.   Boston  has  24.8  non-home  listeners  for  every  100  in- 
home;  Philadelphia  and  Cincinnati,  23.2  for  100. 
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This  is  a  backbone. 

You  can't  run  a  good  advertising  agency 
without  it. 

It  often  makes  you  say  an  honest  "no" 

to  a  client  instead  of  an  easy  "yes." 

It  means  giving  service  instead  of 

servility. 

*  f 

Very  often,  the  result  is  outstanding 

advertising. 

YOUNG    &    RUBICAM,   INC. 
ADVERTISING 

New  York     Chicago     Detroit     San  Francisco     Los  Angeles     Hollywood     Montreal     Toronto     Mexico  City     London 

JULY   1956 



NET  RADIO  COSTS  DIP  FOR  DAYTIME  AND  NIGHTTIME  IN  PAST  DECADE 

NBC  compares  its  evening  and  daytime  costs  for  advertiser  in  1946 
and  in  1956;  results  show  lowered  costs  reflective  of  all  networking. 

Evening:  cost-per-1,000  home  minutes  in  1946,  $2.45;  in  1956,  $1.24, 
down  50%.   Daytime:  1946,  830;  1956,  740,  down  10%. 

NARROW  PROFIT  MARGIN  ON  COLOR  SETS  WON'T  DETER  PRODUCTION  IN  '56- '57 

"Competitively  priced"  will  be  key  phrase  in  deciding  color  television 
sales  in  1956-57.   With  RCA  acknowledged  leader  in  color  television 
set  field  other  manufacturers  are  following  suit  although  Emerson 

president  Benjamin  Abrams  says  no  one  can  make  a  profit  matching  RCA's 
price.   Admittedly  Emerson  was  losing  $100  on  every  $794  color  set 

sold;  nevertheless  reduced  price  again  to  $678  in  effort  to  "obtain 
public  identification  with  color."  RCA  says  further  price  reductions 
are  unlikely  but  survey  showing  potential  of  1,000,000  sales  at  that 
price  should  keep  color  set  production  lines  moving. 

69%  OF  ALL  LOCAL  FILMS  AIRED  BY  TV  STATIONS  ARE  SPONSORED 

More  than  two-thirds  (69%)  of  all  local  film  programs  are  sponsored. 
Less  than  third  (31%)  are  sustaining.   Of  sponsored  shows,  29%  are 
full  ;  40%,  participation,  with  latter  type  sponsorship  on  upgrade. 

MORE  THAN  TWO-THIRDS  OF  ALL  RADIO  HOMES  HAVE  2  OR  MORE  RECEIVERS 

More  homes  acquiring  extra  radios  ;  about  2  out  of  3  have  2  or  more 
sets.   33.8%  have  1  set;  32.7%,  2  sets;  33.5%,  3  or  more.   There  are 
45  million  radio  households  with  82  million  home  sets  in  working  order. 

20,000  EPISODES  OF  SYNDICATED  FILM  NOW  AVAILABLE  TO  ADVERTISERS 

Film  libraries  available  for  sponsorship  include  20,000  different 
episodes  of  syndicated  film;  8,000  feature  films.   Of  447  syndicated 
series  analyzed  as  to  length,  47  are  5  and  10  minutes  long;  173, 
15  minutes;  215,  30  minutes;  12  are  one  hour  long. 

ADVERTISERS  REACH  LARGE  AUDIENCE  ACCUMULATION  WITH  NET  RADIO 

Three  samples  of  network  buying  patterns  show  wide  reach  into  audi- 
ence: (1)  weekend  news  package  reaches  25.5%  of  all  homes,  38.6%  of 

all  radio-only  homes,  20.6%  of  all  tv  homes.   (2)  50  6-second  an- 
nouncements scattered  throughout  week  hit  9,776,000  homes,  or  20.8% 

of  all  homes,  an  average  of  4.1  times  each  for  a  total  of  39,950,000 
commercial  impressions.   (3)  a  daytime  strip  in  4  weeks  reaches 
5,944,000  different  homes;  one  week,  1,404,000.   Rating  per  show,  3. 



The  TOP  10  FILM  SHOWS 

in  BOSTON 

ARE  ALL  ON 

WN  AC  -  TV 
Th&  hadm  In  Boston 

CHANNEL 

AS  RATED    BY ARB 
—  MAY 1956 

1. Superman   (Flamingo) Fri. 6:30 
WNAC-TV 

31.0 

2. 1  Led  Three  Lives  (Ziv) Mon. 7:00 WNAC-TV 28.4 

3. Death  Valley  Days  (McC.-E) Fri. 10:30 
WNAC-TV 25.4 

4. Man  Behind  the  Badge  (MCA-TV) Sun. 10:30 
WNAC-TV 23.7 

5. Waterfront  (MCA-TV) Sun. 
7:00 

WNAC-TV 
22.6 

6. Western  Marshal   (NBC  Film) Wed. 7:30 
WNAC-TV 

22.3 
7. Mr.  District  Attorney   (Ziv) Tues. 10:30 

WNAC-TV 
20.6 

8. Wild  Bill  Hickok   (Flamingo) Tues. 6:30 WNAC-TV 19.6 
9. Badge  714  (NBC  Film) Wed. 6:30 WNAC-TV 19.3 

10. Annie  Oakley   (CBS  Film) Sun. 5:00 
WNAC-TV 

18.1 



Decision-makers 
who  direct  nationwide 

business  expansion  are 

SOLD 
ON 
SPOT 
Slenderella  International 

and  its  agency,  Management 
Associates,  are  sold  on  Spot 

as  a  basic  advertising  medium. 

Three  years  ago,  Slenderella,  with  20  slen- 
derizing salons  in  metropolitan  areas, 

wanted  (1)  to  increase  the  number  of  its 

service  outlets  and  (2)  to  build  new  busi- 
ness in  those  already  established. 

Spot  Radio  was  decided  upon  as  the  basic 
advertising  medium! 

Slenderella  sent  its  message  directly  to 

women  via  local  Radio  personalities.  To  add 

the  personal  touch,  all  personalities  were 
familiarized  with  Slenderella  techniques 

through  actual  tours  of  the  salons,  and  ad 
lib  commercials  were  the  rule. 

Results? Lawrence  L.  Mack,  president, says: 

•  "We've  found  that  Spot  Radio  is  the  most 

effective  medium  to  build  our  service,  mar- 
ket by  market. 

•  "We  now  have  132  salons  and  expect  to 
have  175  by  the  end  of  1956. 

•  "We're  living  on  our  success  with  Spot!" 

Slenderella  today  spends  more  than  twice 

as  much  in  Spot  Radio  as  it  does  in  any 
other  medium.  Its  advertising  budget  will  be 

increased  to  make  more  use  of  Spot  Televi- 

sion, but,  says  Mr.  Mack,  never  at  the  ex- 

pense of  Spot  Radio. 

Find  out   now   tunc 

XlSCl  SPOT  SALES 
can  build  your  sales  in 

these  15  major  markets: 

NEW  YORK,  WRCA,  WRCA-TV  •  SCHKNECTADY- 

Al. MANY -TROY,  WRGB  •  PHILADELPHIA,  WRCV, 

WRCV-TV  •  WASHINGTON,  WRC,  WRC-TV  •  MIAMI, 

WCHT  •  BUFFALO,  WBUF-TV  •  LOUISVILLE,  WAVE, 

WAVE-TV  •  CHICAGO,  WMAQ.  WNI1Q  •  ST.  LOUIS, 

KSD,  KSD-TV  •  DENVER,  KOA,  KOA-TV  •  SEATTLE, 

KOMO,  HOMO  TV  •  LOS  ANGELES, KRC A  •  PORTLAND, 

KPTV  •  SAN  FRANCISCO,  KNBC  .  HONOLULU,  KCU, 

KONA-TV  •  AND  1  UK  NBC  WESTERN  RADIO  NETWORK 

Left  to  right;  ELOISE  ENG1  isi  I .  Exec.  V.  P.  in  Charge 
of  Operations,  Slenderella  International;  harms 
GOMPTON,  JR.,  TV  Sill-.  Representative,  NBC  Spot 

Sales;  L.  L.  MACK.  I'm-  .  Slenderella  International; 
ROBERT  HOWARD,  Radio  s.ile.  Representative,  NBC  S|>ot 
Sale-:  sizanm:  wells,  I'ii..  Management  Assoc; 
JAMI  s  i  it  BMAN,  Exec  V.  P.  in  Charge  of  Heal  Estate 
&  Construction.  Slenderella    International. 
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fIRST 

STATIONS 

five  markets 

LWAUKEE,    WIS. 

First . .  .  day  and  night 

March-April  Pulse 

ATLANTA,   GA. 

No.  1  of  all  independents 

Jan. -Feb.  Hooper 

SAN  DIEGO,  CALIF. 

Leads  all  day 

April-May  Hooper 

krux 
PHOENIX,  ARIZ. 

First  in  the  afternoon 

Second  in  the  morning 

April-May  Hooper 

APPLETON,   WIS. 

Top  apple, 

round  the  clock 

•     •     • 

the  c£lL 
big  guns  jC^^^  m the 

$TBARTELL 

GROUP 

are  ready  to  fire  for  you 

at  the  lowest  cost  per  thousand  in  the  market. 

T  O    INSURE     SUCCESS... 

USE  A  BARTELL  STATION 
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Let  us 

raise  a  standard  to  which 

the  wise  and  honest 

can  repair ' 
1787 

KUDNER  AGENCY,  INC. 
NEW    YORK     •     DETROIT.    LOS   ANGELES 

SAN    FRANCISCO    •     WASHINGTON 
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To  sell  North  Texas: 

top  advertisers 

have  used  WFAA 

10  years  or  more! 

Twenty-four  top  American  companies  have 
been  advertising  on  radio  station  WFAA  ten 

years  or  more.  Among  them  are  such  names 

as  R.  J.  Reynolds  Tobacco  Company,  Plough 

Sales  Corporation,  Quaker  Oats  Company, 

The  Mennen  Company,  Fant  Milling  Com- 
pany, and  others  of  similar  caliber. 

Why  have  these  big  names  remained  con- 
sistent advertisers  on  WFAA? 

Because  they  know  when  they  have  a 
winner. 

WFAA 820 
50,000  WATTS 

570 

5,000  WATTS 

DALLAS 

NBC     •     ABC     •     TQN 
Edward  Petry  &  Co.,  In*  .  Repre  entatives 

■Whan  Study,  \   C  Nielsen,  N.S.I. 

12 

WFAA  leads  in  North  Texas  in  every 

category*  .  .  . i 

...  in  General  News  Coverage 

(More  listeners  prefer  WFAA-820  news  than 
the  next  3  stations  combined) 

...  in  Farm  News  Coverage 

(Murray  Cox's  farm  coverage  is  among  North 
Texas'  Top  10  in  popularity) 

...  in  Programming 

(8  of  the  Top  10  programs  in  No  th  Texas 
are  WFAA-produced) 

...  in  Listenership 

(of  L09  stations  WFAA  leads  decisively  in  both 
daytime  and  nighttime  audiences) 

If  you  want  to  buy  the  biggest  audience  in 
the  biggest  Texas  market,  talk  to  your  Petry 
man  now! 

FALL  FACTS  BASICS 



HOW  TO  USE  FALL  FACTS  BASICS 

Here's  a  quick  guide  to  eight  major  Fail  Facts  sections 

TOP  TRENDS  for  fall  are  summarized  starting  on  page  1  5.  Then  for  the  details 

you'll  want  to  study  each  of  the  major  Fall  Facts  Basics  sections  which  follow.  A 
brief  description  of  each  section  and  page  on  which  it  begins  is  presented  below. 

See  also  Newsmaking  Basics,  starting  page  1,  for  Tv,  Film  and  Radio  highlights. 

TELEVISION 

Here's  your  over-all  look  at  both  spot  and  network  television,  includ- 
ing  complete  lineup  of  fall  Tv  programing  with  the  advertisers  listed 

PAGE    25 

TELEVISION    BASICS 

Have  you  got  a  question  about  the  size  and  scope  of  television?  You'll 
find  hundreds  of  tv  facts  in  chart  form  within  the   18-page  Tv  Basics 

PAGE    111 

COLOR    BASICS 

What  are  the  predictions  for  growth  of  color  sets?  What  does  color 

tv   cost?   What    stations   are   active   in    net,    local   color   transmission? 
PAGE    161 

RAD 

IO 

Making    some radio 

plans?   You'll 

want 

to 

turn 
quickly for 

bu 

ying 

guidance 

to 

th s sect ion which  covers  spot 

an 

d  n 
et  fall  ra dio 

pic 

lure 

PAGE 
169 

RADIO    BASICS 

This  is  the  largest  collection  of  facts  and  figures  on  spot  and  network 

radio  ever  assembled  in  SPONSOR'S  history.   22  pages  of  fall   facts 
PAGE    207 

TIMEBUYING    BASICS 

Want   a   quick    review  of  what   veterans  say  about  timebuying  tech- 

nique? Then  turn  to  these  six  pinpointed  discussions  on  how  to  buy 

PAGE    253 



Spend  Jefferson  Nickels 

on  a  Jefferson  Standard  Station... 

Create  Jeffersonian  Results 

UUBTV 
CHARLOTTI,    N.O. 

UUBTUU 
FLORENC 

JEFFERSON  STANDARD  BROADCASTING  COMPANY 

represented  nation-ally  by  CBS  TV  Spot  Sales 
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\  ideo  tape  will  be  important  in  eliminating  kinescope 
and  daylight  saving  time  problems.    See  page  43.    In  picture 
with  Ampex  tape  recorder,  Paul  West,    W  \  president;  Phil 

Gundy,  Ampex  general  manager;  Howard  Meighan,  CBS  TV  v.p. 

Mew  t\   programs  for  tall  include  ABC  kiddie  spectacular-. 
See  program  charts  starting  page  .38.    In  picture,  George  \  ierheller, 
director  of  St.  Louis  Zoo  from  which  programs  will  originate; 
Andrew  Brand,  ad  mgr.  Friedman-Shelby  Div.  Int.  Shoe  Co.,  program 
sponsor;  m.c.  Johnny  Olsen.    Chimp  act  will  be  program  feature 

HIGHLIGHTS    FROM    THE    292    PAGES    OF    FALL    FACTS    BASICS 

SPOT  TELEVISION 

Full  report  starts  page  26 

1.  Advertisers  are  signing  longer  contracts.  Increasingly 

major  spot  tv  spenders  buy  on  a  52-week  basis  to  hold 
hard-to-get  nighttime  tv  franchises. 

2.  There's  a  sharp  increase  in  20-second  announcements 
this  fall.  Clients  ordering  minute  announcements  more  and 

more  do  so  with  an  eye  to  lifting  20-second  announcements 

out  of  them.  I.D.'s,  too,  continue  to  rise  in  acceptance  as 
clients  seek  to  work  around  the  shortage  of  minute  avail- 

abilities that  now  prevails  in  spot  television. 

3.  Close  liaison  with  sellers  is  becoming  an  art.  Some  cli- 

ents notify  stations  and  reps  months  in  advance  of  a  cam- 
paign breaking  to  prepare  the  way  for  getting  the  time  slots 

they  want.  More  buyers  are  traveling  to  visit  stations  and 
settle  clearance  problems,  sometimes  finding  that  there  are 

periods   available   as   good   as   the   ones   they   hoped    for. 
4.  A  spurt  in  daytime  buying  is  considered  imminent. 

Media  men  point  to  expansion  of  network  daytime  pro- 
graming and  tightness  of  time  at   nigh)   as  prime  factors. 

NETWORK  TELEVISION 

Full  report  starts  page  54 

5.  There  are  plenty  of  program  changes  but  no  new  con- 
cepts. The  season  is  starting  out  as  a  period  of  consolida- 

i  ion  "ii  previously  established  program  foundations.  One 
major  trend  is  toward  mure  costume  drama.  In  general 
<  omed)  lias  the  highest  casualty  rate. 
6.  There  are  more  available  programs  this  year  tlian  last. 
Networks  have  been  late  setting  program  schedules  and  at 

presstime  each  of  the  networks  had  slots  still  open  for 

sponsorship  in  prime  time  though  many  contracts  are  set 
pending  final  decisions.  (See  program  charts  starting 

page  58.) 7.  ABC  is  coming  up  fast.  If  billings  continue  at  rate  of 
first  half  of  year,  network  may  show  50%  gain  for  1956. 

Network  has  gone  from  10  sponsored  hours  weekly  in  Jan- 
uary 1953  to  37  hours  and  30  minutes  in  1956.  One  big 

beachhead  for  ABC  next  season:  the  11:30  to  12:30  morn- 
ing block.  At  the  other  end  of  daytime,  its  Mickey  Mouse 

Club  will  now  be  unopposed  by  children's  programing 
from  other  networks,  reflecting  its  moppet  supremacy. 

8.  Nothing  radical  is  expected  from  Washington.  The 
new  FCC  proposals  on  the  allocations  front  will  not  result 
in  a  rapid  addition  of  new  stations.  Deintermixture  of 
vhf  and  uhf  stations  is  proposed  for  some  15  problem 
areas  and  a  plan  is  advanced  for  eventual  shifting  of  all 

television  to  the  uhf  band.  This  is  a  long-range  plan, 
however,  with  the  probability  of  a  decade  intervening  to 
allow  for  obsolescence  of  vhf  sets.  Congressional  probes 

will  probably  leave  network  operations  unaffected. 

FILM 

Full  report  starts  page  77 

9.  There's  rise  in  costume  drama  film  program  type  for 
syndication,  paralleling  similar  trend  in  network  program- 

ing. Daytime  stripping  of  film  shows  i^  i;  rowing  practice 
(technique  which  !\T>C  borrowed  successfully  jn  afternoon 
slotting  of  /  Married  Joan  reruns  starting  this  spring). 

Westerns  continue  popular,  however  varied  demands  of 
film  distribution  business  are  resulting  in  wide  variety  of 

show  t\  pes  beini;  planned. 

10.  Film  networks  may  be  on  rise.   First  sale  by  the  Vita- 
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Hittinf;-th«--liiie  hard  has  brought  big  gain  this  year 
for  spot  radio.    See  details  starting  page  170.    In  pi'  I 

NBC  Spot  Sales'  Fred  Lyons  starts  gals  on  football  prm 

Ont-of-home  listening  under  water  is  confined  to 

promotions  like  this  one  for  \V  111)11,  Boston,     r'm   fads on  more  usual  out-of-home  audience,  see  Radio  Ba-ir-.  pa{ 
207 

pix-Hal  Roach  combination  bodes  well  for  more  pre-cleared 
sales  of  film  programs  to  national  and  regional  advertisers. 
National  Telefilm  Associates  has  announced  a  film  network 

which,  it  is  understood,  includes  option  time.  About  50 
affiliates  are  understood  to  be  signed  up  for  new  net. 
11.  Clients  are  ordering  more  color  commercials.  Trend 

is  noticeable  not  only  in  90-second  and  two-minute  com- 
mercials destined  for  spectaculars  but  for  spot  schedules 

as  well.  Rough  estimate  is  that  20%  of  commercials  will 

be  shot  in  color  next  season,  though  color  can  add  15  to 
35%  to  cost  of  filming  a  commercial,  depending  on  type. 

12.  Animation  uses  are  more  varied  this  year.  Not  only 
is  there  a  greater  variation  in  animation  techniques,  but 
also  more  combination  of  animation  with  live  action  or 

demonstration  hard-sell.  Clients  are  intent  on  bucking 
competition  by  making  their  commercial  lead-ins  more 
entertaining  by  means  of  cartoon  feature  stories. 

SPOT  RADIO 

Full  report  starts  page  170 

13.  Spot  radio  business  is  way  up  in  general.  Spot  is 
attracting  brand  new  accounts,  returnees  and  renewals  at 

a  fast  clip.  There's  growing  feeling  spot  radio  can  be 
used  to  capture  basic  marketing  objectives  as  well  as  pro- 

vide a  booster.  Gains  aren't  uniform,  however.  Small 
markets  for  one  find  it  harder  to  attract  clients. 

14.  Advertisers  are  signing  for  longer  schedules.  There's 
a  considerable  increase  in  52-week  contracts  without  any 
turning  away  from  saturation  frequencies.  The  in-and-out 
approach  is  becoming  less  popular  with  advertisers  more 
interested  in  maintaining  steady  pressure. 

15.  There's  still  a  rush  for  early-morning  availabilities.. 
One  reason  for  signing  longer  contracts,  frequently,  is  to 

nail  down  the  most-sought-after  morning  periods.  But 

there's  growing  buyer  interest  in  other  daytime  periods. 
In  general,  the  attitude  of  clients  toward  spot  radio  has 

been  shown  to  be  increasingly  positive  over  the  past  year. 
16.  Radio  copy  is  more  sparkling.  Which  comes  first,  the 
chicken  or  the  egg?  Underlying  reason  for  upbeat  in  use 

of  spot  radio  may  be  fact  many  clients  have  been  bring- 
ing the  commercial  techniques  up  to  date,  getting  more 

out  of  their  campaigns.  More  clients  are  going  into  com- 

mercials with  production  values.  There's  stress  on  jingles, 

music,  sound  effects,  creating  "on-the-air"  logos  for  in- 
stant client  identification  and  product  remembrance. 

NETWORK  RADIO 

Full  report  starts  page  198 

17.  Business  looks  good.  There's  more  activity  than  in 
any  recent  year.  A  big  factor:  There  are  a  lot  of  new  cli- 

ents moving  into  network  radio  for  the  first  time.  Equally 

important:  Blue-chip  accounts  which  still  form  the  back- 
bone of  network  radio  are  renewing  and  adding  schedules. 

18.  No  program  concept  innovations  are  planned.  The 
conventional  program  lengths  remain  basic  at  ABC,  CBS 
and  Mutual.  NBC,  which  introduced  two  new  continuous 

program  concepts  last  season  in  Monitor  and  Weekday, 

will  retain  Monitor  and  probably  drop  Weekday.  Conven- 
tional program  lengths  will  probably  go  back  into  the 

hours  now  occupied  by  Weekday. 

19.  Frequency  buying  is  accentuated.  Though  there's 
plenty  of  provision  for  the  client  who  wants  single-show 
identity,  the  big  trend  is  to  use  multiple  insertions  in  a 
variety  of  program  positions.  Advertisers  can  increase 
their  cumulative  audience  to  high  percentages  of  U.  S. 

homes  by  spreading  their  messages  which  explains  the 
interest  in  the  technique. 

20.  Network  radio  is  being  used  for  more  purposes.  I  lie 
advertiser  who  wants  to  blanket  a  single  region  of  the 

country  in  order  to  introduce  a  new  product  or  stimulate 

lagging  sales  can  do  so  on  all  four  networks.  Other  flexi- 

bility provisions  include  short-term  contracts. 

JULY  1956 
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TELEVISION  AND   RADIO 
_v_ 

\ll<:  President  Robert  E.  Kintner 

says  ! i i till  quality,  original  program- 
ing arc  needed  to  gain  audiem  es 

and       !o      keep      them      entertained 

NBC  President  I{..l..-rt  W.  Sarnoff 
stresses  prestige  program  for  in- 
stitutional  buyer,  vertical  satura- 

tion   buying,    color    tv    for   "power" 

TELEVISION 

ONLY 

CBS-TV  President  J.  L.  Van  Vol- 
kenburg  sees  much  advance  fall 
booking  in  quest  for  good  show  and 
time;    hypoed   interest   in    frequency 

RADIO  ONLY 

<  BS  Radio  President  Arthur  Hull 
III'  recommends  i  ombination  "I 
media,    with    purchase   of    radio    for 

'  iiiinil.it  i  <  >  1 1 

MI5S  President  John  B.  Poor  notes 
the  most  radio  interest  in  I  years 
in  line  "iili  new  persona]  listening 
concepts  and  guaranteed  circulation 

II)'  advice  ti 
FROM  NETWORK  IIEA) 

Network  presidents  speak  in  the  roles 
of  radio  and  tv  time  salesmen  in  giving 

their  counsel  to  advertising  men  about 

fall  buying.  Network  executives'  pic- 
tures and  statements  follow  this  se- 

quence: those  directing  both  radio  and 
television  networks;  those  guiding  tv 
only:    those    who    direct    radio    only. 

TELEVISION   AND  RADIO 

_A_ 

Robert  E.  Kintner,  president,  ABC: 

Another  radio-television  season  is  upon 
us.  Many  advertisers  have  already 

made  their  plans,  still  others  are  seek- 

ing properties  to  get  across  their  sales 
message.  Whether  they  renew  an  old 

program  or  set  out  to  try  something 

new,  sponsors  will  be  asking  "Is  our 

programing  entertaining?"  .  .  .  "Do 
the  people  west  of  Madison  Avenue  like 

our  show?" 

The  chances  are  good  that  they  will 

meet  with  acceptability  on  both  points 

provided  certain  requirements  have 
been  met  for  their  propert\ . 

To  begin  with,  a  program  must  have 
consistently  high  production  quality. 
Whether  it  is  a  work  of  art,  a  fine 

musical  instrument,  a  radio  show  or  a 

television  program,  it  can  be  only  as 

good  as  the  craftsmen  who  make  it. 

A  program  loda\  also  must  have  that 
different  something  which  makes  it 
stand  out  from  all  others.  Originality 

can  be  an  important  contribution  to  a 

program's  success. 
Of  course,  we  are  all  aware  in  our 

dailj  purchases  of  brand  names  of 
names  which  mean  quality.  The  same 
hold  true  in  radio  and  television.  Pro- 

ducers and  packagers  with  previously 
successful  re<  onls  usually  come  through 

w ith  successful  new  packa  ;es. 

I  he  advertiser  can  use  established 

stars  for  their  prestige,  or  new  talent. 
New  talent  lias  the  advantage  of  pro- 

viding the  advertiser  with  an  oppor- 
tunity to  identify  his  sponsorship  with 

;    i  ising  star. 

Keep  in  mind.  too.  that  execution  ol 



dmen  on  fall  buying 
» 

For  advice  from  reps,  see  next  page 

'}   recommend  continuity  and  frequency  in  buying',  quality  in  programing 

a  program  idea  can  make  or  break  a 
show.  Sometimes,  the  idea  is  better 

than  the  production.  By  expert  pro- 
duction, a  sponsor  can  get  the  most 

value  out  of  his  property. 
In  the  case  of  television,  selection  is 

often  based  on  a  pilot  film.  The  spon- 
sor must  continually  check  to  insure 

that  the  entire  series  measures  up  to 

the  start,  since  a  loaded  pilot  film  can 

only  rebound  to  his  detriment  if  suc- 
ceeding programs  fail  to  measure  up 

to  the  fast  start. 

Add  a  small  measure  of  luck  to  the 

above,  and  there's  a  good  chance  the 

audience  will  equal  the  sponsor's  hopes 
and  produce  the  thing  he  needs  most 
— sales. 

TELEVISION  AND  RADIO 
i   a   . 

Robert  W.  Samoff,  president,  NBC: 
The  NBC  television  and  radio  networks 

have  introduced  several  programing 
innovations  to  meet  the  needs  of  the 

prestige-minded,  institutional  adver- 
tisers whose  objective  is  to  relate,  in 

the  mind  of  the  audience,  the  product 

and  the  company  which  makes  it.  These 

programs  are  especially  built  to  tell  the 
story  of  the  personnel  and  research  and 
the  business  and  social  aims  the  adver- 

tiser has  behind  his  products.  They 

offer  content  appropriate  to  the  spon- 

sor's message  and  consist  of  subject 
matter  which  makes  the  audience  re- 

ceptive to  an  advertiser's  message. 
One  of  the  distinguished  series  of 

programs  which  the  prestige-seeking 
advertiser  may  use  on  NBC  TV  during 

the  1956-57  season  is  Project  20,  which 
tells  the  history  of  the  20th  Century 

and  which  will  be  presented  in  prime 

evening  time  periods.  The  outstanding 

<  ritical  acclaim  received  by  "The 
Twisted  Cross"  in  this  series  gave  the 
North  American  Phillips  Co.  a  particu- 

lar!) impressive  television  introduc- 
tion to  its  potential  bu\  ing  audience. 

In  radio,  Mack  Trucks,  Inc.,  is  cur- 
rently telling  the  American  people  the 

\  ital  story  of  trucking  by  using  an  in- 

>( it utional  schedule  on  Monitor,  NBC's 
weekend  radio  service  which  pioneered 

in  offering  advertisers  the  most  flexi- 
ble sales  plan  ever  devised  by  network 

radio. 

Another  series  of  distinction  is  NBC's 
Television  Opera  Theatre.  During  the 

1950-57  season  the  sponsor  will  have, 

for  the  first  time,  two  outstanding  vehi- 

cles working  in  his  behalf — the  Opera 
Theatre  itself  with  its  imaginative  pro- 

ductions which  each  year  have  amassed 
increased  importance  and  popularity, 

and,  for  the  first  time  in  the  history 
of  television,  a  touring  opera  company, 

under  the  auspices  of  RCA  and  NBC. 
The  latter  will  provide  the  sponsor  of 

the  television  opera  scries  with  a  mer- 
chandising service  not  before  consid- 

ered in  the  realm  of  possibilty. 

For  a  long-range  point  of  view, 
another  challenging  series  that  is  being 

planned  and  offered  to  advertisers  for 
this  fall  on  NBC  TV  is  Telescope,  which 

will  consist  of  11  major  individual 
shows  all  in  color  and  feature  some 

of  the  most  thought-provoking  people 

and  events  of  our  world  today.  Tele- 
scope is  to  be  scheduled  Sundays, 

4  to  5  p.m. 

In  addition  to  these  prestige  program 

series,  we  believe  that  advertisers  this 

coming  season  may  wisely  follow  the 

use  of  the  vertical  saturation  plan  pio- 

neered by  NBC  and  so  successfully  em- 
ployed by  Alcoa  last  December.  The 

vertical  saturation  plan  serves  all  kinds 

o'  needs — launching  of  new  products, 

new  packaging,  new  copy  themes  or 

new  premium  offers.  It's  also  especial- 
lv  suited  to  pre-holiday  sales  drives 

and  effective  for  building  fully-mer- 
chandized promotions  which  excite  the 

local  dealer  level.  Its  immediacy  and 

flexibility  enable  an  advertiser  to  de- 
termine the  audience  by  selecting  NBC 

programs  of  various  appeal. 
The  added  power  of  merchandising 

which  ties  into  such  a  one-day  push 
also   is  certain   to  add   heavily   to  the 

total  results.  In  addition,  the  use  ol 

programs  and  their  star  personalities 
t"t  il  up  to  an  advantage  that  goes  far 

beyond  mere  announcement  advertis- 
ing. We  believe  this  added  dimension 

of  commercial  impact  is  especially  im- 

portant when  an  advertiser  is  seeking 

all-out  results  from  a  single  advertising 
effort. 

Finally,  and  most  important,  adver- 
tisers will  be  able  to  use  the  vast  power 

of  color  television  on  a  regular  basis. 
This  fall  we  will  schedule  some  of  our 

biggest  evening  attractions  in  color  on 
a  regular  weekly  basis.  Our  blueprint 
for  the  fall  calls  for  at  least  one  major 

show  in  color  every  night  of  the  week 

— in  addition  to  our  spectaculars.  This 

will  give  advertisers  the  means  to  sur- 
round their  products  with  the  excite- 

ment and  prestige  of  color  tv.  They 

will  be  able  to  show  their  product  as 

il  really  is — with  natural  color,  sound, 
demonstration  and  the  third-dimension- 

al effect  that  only  color  can  give. 

TELEVISION 
  A   
f  \ 

J.  L.  Van  Volkenburg,  CBS  TV:   A 

year  ago  in  sponsor's  1955  Fall  Fa  ts 
Basics  issue,  I  said,  "At  no  period  in 

the  past  have  so  many  advertisers  in- 
vested in  network  television  so  far  in 

advance  of  the  fall  season." That  statement  is  even  truer  today, 

for  there  is  more  business  "on  the 
books"  than  for  any  other  fall  season 

in  network  television  history — and  this 
is  true  for  day  and  night  buyers. 

There  are  two  controlling  reasons 

for  tlii-  advance  booking.  The  first,  of 

course,  is  to  guarantee  a  good  program 

in  a  good  time  >l«»t.  The  other  rea- 
son is  that  one  of  the  most  rewarding 

|>\  -products  of  t''lr\  i-iun  is  it-  abilitj 
to  whip  up  dealer  enthusiasm  and 
create  consumer  demand  well  in  ad- 

vance  of  the  premiere  performance  of 

the  program. 
But  the  most  interesting  development 

(Please  turn  to  page  2 
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My  advice  to  admen  on  fall  buying 
FROM  REPRESENTATIVES  Tips  on  getting  most  out  of  spot  radio  and  tv 

Representative  firm  executives  whose 

statements  appear  below  alphabetically 

by  firm  name  give  admen  what  they 

consider  their  best  buying  tips  for  fall 

John  Blair,  president,  John  Blair  & 

Co.:  One  of  the  principal  buying  op- 
portunities which  will  exist  in  spot  ra- 

dio this  fall  is  one  which  is  not  new — 

it's  the  opportunity  to  buy  in  well- 
established    local    programs,    with    a 

proven  record  of  success,  and  to  capi- 
talize on  the  rapport  which  exists  be- 
tween the  listener  and  the  local  per- 

sonality who  has  built  the  record. 

As  I  say,  this  opportunity  is  nothing 
new — it  is  one  of  the  established  ad- 

vantages of  spot  radio,  the  importance 

of  which  has  become  increasingly  ap- 
parent to  advertisers  as  recent  events 

in  radio  have  emphasized  the  strength 
of  good  local  programing. 

Another   opportunity  exists  for  the 

advertiser.  It  is  the  opportunity  to 
make  more  effective  use  of  a  medium 

of  proven  inherent  sales  effectiveness 

by  better  creative  handling  of  commer- 
cial copy.  The  weight  of  a  strikingly 

different  copy  approach  or  an  ingeni- 
ous use  of  the  medium  is  usually  dem- 

onstrated by  public  acceptance  of  the 

copy  itself,  such  as  was  the  case  with 
the  Pepsodent  commercials  introduced 
in  January  of  this  year. 

Much   the   same  thing  can   be  said 

I 

John  Blair,  prcs., 

John  Hlair  &  Co. 

Ted  Oberfcldcr,  prcs., 

Burke-Stuart  Co. 

Gordon  Hayes,  gen.  mgr., 

CBS  Radio  Spot  Sales 

Craig  Lawrence,  v.p.  in  charge, 

CBS  TV  Spot  Sales 

Joseph    Bloom,   prcs., 

For  joe  &  Co. 

Pictures    of    reps    who 

have    advice    for   admen 

•    For   rundown   on   coun- 

sel   from    network    execu- 

tives  on    same   subjects, 

sec  Page  18  this  issue W     V   Kellner,  radio  sis.  mgr., 

The  Katz  Agency 
Sidney    I     Wolf,   pres.,  John  II.  Reber,  dir., 

hi\st«n<-  IV casting  System       ISliC  Spot  Sales 
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about  spot  tv  so  far  as  commercial 

copy  is  concerned.  We  know  the  me- 
dium sells;  it  simply  sells  more  and 

better  when  the  copy  is  well  done. 
Witness  Harry  and  Bert  Piel. 

In  spot  television,  the  increasing  use 
of  good  feature  film  and  syndicated 

programs  by  stations  in  the  daytime 

will  provide  advertisers  with  better  op- 
portunities for  making  outstanding 

buys  this  fall  and  from  now  on. 

In  recent  months,  SPONSOR  has  de- 
voted considerable  space  to  the  growth 

of  the  spot  medium,  both  in  radio  and 
tv.  The  reason  for  this  growth  is  a 

simple  one — more  and  more  advertis- 
ers have  been  realizing  and  capitaliz- 
ing upon  the  opportunities  for  good 

advertising  and  merchandising  which 
have  distinguished  both  media  for 

years.  Better  copy,  greater  frequency 

of  use,  more  consistency  of  use — these 
are  the  ways  in  which  the  alert  adver- 

tiser makes  an  effective  sales  medium 

work  for  him  to  best  advantage. 

Ted  Obertelder,  president,  Burke- 
Stiwrt  Co. :  It  becomes  more  and  more 

apparent  that  as  most  advertisers  are 

planning  to  expend  greater  sums  in  ra- 
dio during  the  coming  season,  avail- 

ability of  choice  time  will  become 

tighter  and  tighter.  Advertisers  who 

are  planning  such  expenditures  in  ra- 
dio should  necessarily  prepare  their 

budgets  in  advance  and  lock  up  as 

quickly  as  possible  what  they  consider 
the  best  time  periods  in  which  to  sell 

their  products.  Naturally,  in  radio 
there  is  a  big  rush  for  early  morning 

time,  but  certainly  other  time  periods 

sell  equally  as  well.  For  example,  late 
evening  time  is  becoming  as  desirable 

as  early-morning  time.  There  are  still 
certain  good  economic   buys  in  early 

afternoon   radio   and   the   alert   adver- 

tiser and  agency  can  spot  these   t 

quickly.   Late  morning  and  early  after- 
noon time  will  always  be  a  standard 

period  for  sale  of  goods  and  services. 

Gordon  Hayes,  general  manager, 

CBS  Radio  Spot  Sales:  "A  medium  is 

only  as  good  as  the  people  it  reaches" 
and,  for  this  reason,  the  H  ise  adver- 

tiser investigates,  analyzes  and,  finally, 
caters  to  the  majority  dictates  of  the 
people.  In  radio,  for  example,  survey 
after  survey  has  found  that  a  vast  ma- 

jority rate  the  medium  number  one  in 
swift  coverage  and  dissemination  of 

news.  Here,  then,  is  a  highly  signifi- 
cant signpost  for  an  advertiser  eyeing 

all  or  some  of  the  47,300,000  U.  S. 

families,  who  have  purchased  more 
than  130,000,000  radio  sets. 

The  value  of  radio  news  to  an  adver- 
( Please  turn  to  page  288) 
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P.  Hollingbery,  pres., 

e  P.  Hollingbery  Co. 

Frank  E.  Pellegrin,  v.p. -partner, 

H-R  Television,  Inc. 

Scott  Donahue,  tv  sis.  mgr., 

The  Katz  Agency 

.  Pearson,  pres., 

E.  Pearson  Co. 

Edward  Petry,  pres., 

Edward  Petry  &  Co. 

& 

<7*   ̂  

Lloyd  George  Venard,  pres., 

Vcnard,  Rintoul  & 
McConnell,  Inc. 

-40 

Joseph  J.  Weed,  pres., 

Weed  Television  Corp. 
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Adam  J.  Young,  Jr.,  pres., 

Adam    )  tiling.   Inc. 
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M"E  (McCann-Erickson)  loves  you,  and  we  just  don't  care 

who  knows  it!  After  all,  you — the  talent,  the  producers,  the  packagers, 

the  people  with  ideas — helped  make  this  the  biggest  quarter 

in  McCann's  history,  so  why  shouldn't  we?  To  be  specific,  our  little  affair  this 

year  will  give  birth  to  TV  and  radio  billing  weighing  in  at  over  $90,000,000, 

and  that's  a  heap  of  lovin'  in  anybody's  book. 

Most  important  of  all,  our  romance  has  made  McCann  clients  the 

happiest  mothers-in-law  on  TV,  with  big  bouncy  shows  like  Climax!, 

Shower  of  Stars,  Studio  One,  Disneyland,  and  many,  many,  many  others. 

ME  loves  you,  so,  please,  keep  right  on  calling  us  with  those 

big,  bright  ideas.  (If  a  man  answers,  keep  talking 

anyway ;  we're  a  pretty  broadminded  lot.) 

McCANN-ERICKSON 

TV  SHOWS  FOR  1956 
Climax! 

Disneyland 
Shower  of  Stars 

Studio  One 

The  Jackie  Gleason  Show 

Warner  Brothers  Presents 
Color  Spread 

Mickey  Mouse  Club 

Wednesday  Night  Fights 

Adventures  of  Jim  Bowie 

Baseball  Game  of  the  Week 
Death  Valley  Days 

Dragnet 

Eddie  Fisher— Coketime 
Gunsmoke 

High  Finance 
Lone  Ranger 

Passport  to  Danger 
Sky  King 

Two  For  The  Money Houseparty 

Today,  Home,  Tonight 

Bob  Crosby  Show 

Prescription  For  Living 
Science  in  Action 

Sohio  Reporter 
The  Ohio  Story 

Tennessee  Ernie  Ford 

Garry  Moore  Show 
Esso  Reporter 

Uncle  Johnny  Coons 

Cleveland  Indians  Baseball 

In  fact 

More  than  ever 

McCann  originates 

and  produces  more 
television  throughout 

America  (from  I.D.'s to  hour  shows)  than 

any  other  agency. 

#%     McCANN-ERICKSON,  inc. 
New  York,  Boston,  Atlanta,  Cleveland,  Detroit,  Chicago,  Louisville,  Houston, 

Dallas,  San  Francisco,  Los  Angeles,  Portland  and  offices  throughout  the  world. 



IN  ONE  GIGANTIC  LEAP 

WEHT-TV  CLIMBS   FROM  11,000  TO 

WATTS! 
Jack's  bean  stalk  was  a  stunted  century  plant  compared  to 
this  story  of  growth.    On  April  14th  permanent  affiliation 

contracts  were  signed  with  CBS.     WEHT-TV—  Channel 
in  the  Evansville  Market  Area  will  boost  its  power  from 

11,000  to  204,000   Watts   .  .  .   involving  an  expenditure  o 

$200,000  in  RCA  transmission  equipment. 

AN  ESTIMATED  75,000  NEW  HOMES  WILL  BE  INCLUD- 
ED IN  THE  NEW  COVERAGE  AREA! 

WEHT-TV  is  your  FOLLOW-THRU  station  in  the  Evans- 

ville Market.  Only  WEHT  offers  (1)  Guaranteed  on-the-air 

promotion,  (2)  Newspaper  advertising,  (3)  Newspaper  pub- 
licity, (4)  Letters  to  retail  trade,  (5)  Daily  news  letters  to 

hotels  and  hospitals,  (6)  Lobby  displays,  (7)  monthly  house 

organ,  (8)  Window  Banners,  posters  and  (9)  100  Billboards. 

•Pending    FCC    Approval 

CHANNEL WEHT-TV 

ALSO  OPERATING  WEOA-CBS  KADIO 

REPRESENTED  BY  YOUNG    TELEVISION  (September  1) 
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1956  FALL  FACTS  BASICS—SECTION 

SPO 
Nighttime  tv  availabilities  continue  tighter  than  ever,  and  daytime 

buying  will  be  heavier  this  fall  than  last.     Spot  buying  patterns 

are  changing  to  longer  contracts  and  many  clients  are  going  into  fringe 

time  because  of  tightness  of  prime  nighttime.    Coverage  starts  page  26 

lVI=.TVti 
Big  fall  lineup  changes  are  set  within  established  program 

categories  not  in  terms  of  new  concepts.    Important  to  watch:  the 

surge  of  ABC.    Big  in  the  news  yet  unlikely  to  produce  major 
changes  soon:  the  Washington  probes.   Network  coverage  starts  page  54 



SPOT  TV Focus  on  ways  to  get  top  time 

To  clear  good  schedules,  clients  are  buying   for  52-weeks,  going  into  day  and  late  night 

Buying  strategy 

Q.  What  can  clients  do  now  to 

get  choice  availabilities  this  fall? 

A.  Advertisers  who  have  (heir  eye 
on  prime  evening  time  will  find  fall 
buj  ing  more  hectic  and  rushed  than 

ever  hefore.  They'll  he  competing 
against  long-term  advertisers,  against 

clients  who've  huilt  franchises  over  the 
years  and  against  clients  who  are  will- 

ing to  buy  greater  frequency  than  in 
season-  past. 

A  substantia]  number  of  advertisers 

arc  eitliei  staying  on  from  spring 
through  summer  without  a  break,  or 
else  buying  summer  schedules  to  in- 

sure getting  prime  evening  time  in  fall. 

Ii  -  the  same  trend  that's  been  appar- 
ent in  network  television  for  several 

seasons  with  truer  and  fewer  clients 

taking  a  hiatus  until  the  networks 

wrote  the  hiatus  concept  off  their 
books  formall)  this  year  (see  sponsor 
5  March  L956). 

"  I  he  lack  of  change  on  the  networks 
this  summei  i-  amazing  and  signifi- 

cant." says  Jerr)  Sprague,  Cunning- 
ham &  Walsh  media  buyer.  "Spon- 

sors  have  to  keep  time  periods  if  they 
wan!  back  on  in  fall.  This  pattern 
ill'  -  i-  spot  i\  as  well." 

\im  for  continuity  of  schedules  is 

the  .iil\  ice  most  media  men  give  cli- 
ents today.  The  savings  incurred 

through  a  summer  hiatus  could  be 

more  than  offset  l>\  the  client's  losing 
■  u!  ..ii  good  fall  schedules.  Further- 

media  researchers  point  out  that 
the  I'.u-li.  -I  l..  .  I.  .11  period,  prime 
evening  lime,  shows  the  least  audiem  e 

drop  <liii  in-  the  summer. 

"This  year  particularly,  nighttime 
schedules  to  go  through  fall  are  ideal- 

1)  bought  before  the  tall  rush,"  saj  - 
Brendan  Baldwin,  Kenyon  &  Eckhardl 

media    supervisor.     "Nol    only   is   the 

ilmp  in  audience  likely  to  be  slighter 

at  night,  partieularly  since  fewer  net- 
work programs  are  off  for  the  summer 

now  :  hut  at  the  same  time,  clients  are 

carving  out  a  franchise  for  fall  that 

the)  couldn't  clear  in  August  or  Sep- 

tember." 

The  soap  giants  have  been  leading 

the  way  toward  52-week  schedules. 
Most  ill  them  tend  to  be  on  a  calendar 

year  budget  with  their  agencies  buy- 
ing at  the  beginning  of  the  year  and 

tlm-.  getting  a  jump  on  the  best  avail- 
abilities. Seasonal  fall  advertisers  and 

small-budget  clients  are  hardest  hit  by 
this  trend. 

Agencymen's  advice  to  them  takes 
two  tacks:  Cut  down  on  the  weekly  fre- 

quency of  the  schedules  and  prolong 
the  campaign  as  much  as  is  economi- 

cally feasible.  Or  else,  aim  for  sec- 
ondary time  periods  like  late  afternoon 

and  late  night,  which  have  been  build- 

ing broader  viewing  audiences  as  a  re- 
sult of  changed  and  increased  network 

programing. 

Q.  What  are  some  techniques 

timebuyers  use  to  get  good  sched- 
ules in  spot  television? 

A.      One  of  the  popular  practices  to- 

da\    is  the  "letter  saturation." 
A  timebuyer  starts  getting  out  let- 

ters to  station  management  and  to  the 

icps  main  months  before  a  campaign 
to  alert  them  that  his  client  will  even- 

tually go  on  the  air.  He  tries  to  ac- 
quaint them  long  in  advance  with  the 

client  s  approximate  problems  and  au- 

diencc  needs,  the  budget  he's  IikeK  to 
have  for  that  particular  market  and 

the  length  of  announcement-  he'll  ward 
to  place. 

"We  have  letters  out  now  for  next 

March,  says  Dick  Bunbury,  supervis- 

ing t  imebuyer  at  Y  \\ .  Vyer.  "\\  e 
find  that  we  gel  the  best  cooperation 

..l  reps  and  stations  both  if  we  let  them 
in  on  our  plans  as  soon  as  we  make 

llii-m.     Of  course,   it's  more  usual   for 

us  to  -mil  those  letters  out  60  to  90 

days  before  air  time,  but  the  earlier 
you  can  get  started,  the  better  your 

chance  to  clear  top  time." 
Better  communications  between  time- 

buyer  and  rep  is  the  keynote  for  1956 
bin  ing. 

Most  buyers  stress  the  importance 

of  keeping  reps  and  stations  informed 

of  the  client's  upcoming  plans  while  a 
current  campaign  is  still  on  the  air. 

They  feel  that  it's  more  important  this 
year  than  before  to  keep  every  station 

in  a  market  informed  of  the  client's 
needs  so  that  no  good  availabilities 

will  go  lost. 
Media  men  are  traveling  more  this 

year  than  ever  before.  They've  seen 
excellent  results  after  buyers  visit 

tough-to-clear  markets  and  acquire 

personal  knowledge  of  local  market 
situations  and  station  management. 

"\  cr\  often  you  can  find  a  solution  to 
a  tight  market  situation  by  being  right 

there  on  the  spot,"  says  D-F-S  buyer Cliff  Botway. 

Also,  the  buyer's  perspective  once 
he  gets  to  a  market  and  studies  it  at 

first  hand  max  be  quite  different  from 

the  plans  he  made  at  his  desk.  "T>\ 

going  into  a  particular  locality,"  said 
one  McCann-Erickson  buyer,  "more 
than  once  I've  virtually  reversed  my- 

self on  original  plans.  I  found,  through 
more  intimate  knowledge  of  the  station 
and  market,  that  a  totally  different 

schedule  from  the  one  we'd  been  seek- 

ing— and  couldn't  get  -would  reach about  the  same  audience  and  at  no 

more  cost." 
It  can  be  difficult  for  buyers  to  keep 

tabs  on  viewing  habits  and  local  pro- 
gram changes  simpl)  from  batches  of 

written  material  they  see  behind  a 

desk,  "('onlact  and  negotiation.  as 
FC&B's  broadcast  media  director  \it 

Pardoll  says,  "are  still  the  keynotes  to 
successful  buying,  particularly  in  tight 

situations." 
Agene\  management  has  recognized 

(Please  turn  to  page  30) 
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Coty Franklin  Bruck Du  Pont BBDO 

Tv's   mission:     Combat    major   competitors'    high- 
priced    network    tv    efforts,    like    $64,000    Question 

Client's  method:     Coty  put  $2  million  of  its  $3.5 
million    budget    into    spot    tv,    some   $850,000    of    it 

In  hind    introduction    of    Coty    "24",    a    new    lipstick. 
Products  are  sold   by  chic   Coty  Girl   in   Lilly   Daehe 
hat,  shown  in  30  top  markets  in  minute   films 

Tv  results:    Within  3  months  of  using  spot  tv,  Coty 

"24"  had  sold  a  record  5  million  lipsticks.    Some 
2    months    later,    Revlon    introduced    its    competitive 

lipstick  on   net  tv,  but   Coty  "24"  maintained  sales 

Tv's   mission:     Prove   to  tv   newcomer,   Du   Pont's 
#7  car  polish,   that   spot   would   pu-h    sales    fa-t 

Client's  method:    CHS  TV  Spot  Sales  made;  check  in 
Jackonsville  to  determine   Du    Ponl    #7's  share  of 
market  prior  to  tv  test  campaign.   Then  Du  Pont  went 
on  tv  with  7  l.D.'s  weekly  for  13  weeks  in  prime  time 

Tv  results:    Prior  to  tv,  Du  Pont  #7  had  been  bought 

by  3.5%   of  respondents  in   CBS  TV   Spot  Sales' 
sample,  500  tv  owners.    After  test,   interviews  with 
another  500  tv  owners   who'd    bought   polish   in   3 
iiiiiiiths   previous  showed   21.1%    bought   #7 

, RANGE    OF    BUYING    PATTERNS    VARIES     ACCORDING     TO     AIMS 

AS    THESE    FOUR    NATIONAL    SPOT    TV    CASE    HISTORIES    SHOW 

Proctor  Electric  Co. Weiss  &  Geller 

Tv's  mission:    Demonstrate  new  products  like  Hi-Lo 
ironing  table,  push  distribution,  increase  over-all  sales 

Client's  method:    Proctor  tried  saturation  test  in 
New    York,    the    toughest    market,   with   60-   and   20- 
second  announcements  on  3  stations  for  13  weeks  in 
1954.    Next  season  they  expanded  same  pattern  into 
Los  Angeles  and  Philadelphia.    By   1956  they  put 
$800,000  or  80%  of  ad  budget  into  spot  tv  campaigns 

Tv  results:    13-week  test  pushed  sales  up  70%.   Firm's 
dealerships  rose  from  350  to  2,000.    Last   year,   firm 

sold  500,000  Hi-Lo  ironing  tables  at  $13  to' $17  each 

Shulton The  Wesley  Associates 

Tv's  mission:     Promote  its   100   products    in    nun's 
and    women's    toiletries   to    the    dealers,    push    sales 

Client's  method:    From  a  $300,000  investment  in  spot 
tv-radio  in   1952,  Shulton   ha-   upped   spending   to 

50%  of  its  SI  million  budget  in  1956.    Shulton  uses 
20's  in  prime  nighttime  adjacencies  to  reach  families, 
rotates   products    in    its    key    time    slots    b)    sales   and 
seasonal  needs  in  30  tv  markets 

Tv   results:     Two   in    Old   Spire    nun'-   line   are   tup sellers — after-shave    lotion    and    stick    deodorant. 
Annual  -ale-  exceeded  $25  million  last   year 
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Washington,  D.  C.'s  historic  Poto- 
mac River  is  heading  toward  a  new 

face  and  character.  And  a  public 
service  campaign  hy  WRC  and 

WRC-TV  has  been  a  major  force  in 
urging  legislation  to  this  end. 

One  of  the  most  important  steps  to- 
ward cleaning  up  the  famous  (but 

polluted)  river  was  a  continuing 

television  series  on  WRC-TV,  titled 

"Our  Beautiful  Potomac,"  which 
provided  a  closeup  of  conditions 

menacing  two  states  and  the  Dis- 
trict of  Columbia.  WRC  and  WRC- 

TV  followed  up  the  series  by  airing 

opinions  and  suggesting  construc- 
tive action. 

Results?  Here's  how  Variety 
summed  up  when  it  presented  these 

stations  with  its  1956  Showmanage- 

ment  Award  for  "Serving  in  the 
Public  Interest": 

".  .  .  the  series  so  shocked  viewers 
that  the  Washington  newspapers 
jumped  on  tlie  bandwagon  and 
joined  in  tlie  crusade  for  an  end  to 

pollution.  Legislation  urged  by  the 
stations  is  now  pending  in  botli 

houses  of  Congress." 

This  positive  action  is  one  more  ex- 
ample of  the  community  leadership 

generating  from  all  stations  repre- 
sented by  NBC  Spot  Sales.  That 

these  stations  serve  their  advertisers 

with  equal  vigor  is  a  matter  of  rec- 

ord, too.  You'll  learn  why  when  you 
put  the  selling  force  of  the  stations 

represented  by  NBC  Spot  Sales  be- 
hind your  product. 

There's  always  something 
extra  on  the  stations  represented  by 
NBC  Spot  Sales. 

3OT  SALES 

REPRESENTING   THESE   LEADERSHIP   STATIONS: 

NEW  YORK   WRCA,  WRCA-TV 

SC 1 1  KNECTAD Y- 
ALBANY-TROY  WRCB 

PHILADELPHIA   WRCV,  WRCV-TV 

WASHINGTON    WRC,  WRC-TV 
MIAMI    WCKT 

BUFFALO    WBUF-TV 

LOUISVILLE    WAVE,  WAVE-TV 
CHICAGO    WMAQ,  WNBQ 

ST.   LOUIS    KSD,  KSD-TV 
1)1  \\  I'll    KOA.  KOA-TV 

SEA1  ILL    HOMO,  KOMOTV  ; 

los  angeles  krca 

portland  kptv 

san  i  mancisco  knbc 

bono!  iii'  kcu.  kona-tv 
anh  hie 
ni1c  western  radio  network 



SPOT    TELEVISION    (Continued) 

the  \alue  of  increased  travel  and  per- 
sonal station  contact,  and  a  number  of 

reorganizations  in  media  departments 
in  the  past  year  came  about  to  meet 

the  need-  of  spot  H  Inning  as  well  as 
broad  changes  in  agency  servici 

""New  scope  in  media  buying,"  spon- 
sor. 11  June  L956).  The  trend  among 

major  agenC)  media  department-  has 
been  to  free  more  media  executives 

from  paper  details  so  they  can  concen- 
trate on  planning  and  integrating  tv 

and  other  media  into  a  client's  over- 
all marketing  strategj . 

Big  trend  among  major  agencies  to- 
da\  is  the  semi-integrated  media  set- 

up, with  anywhere  from  two  to  seven 
associate  media  directors  who  are  all- 
media  strategists.  This  trend  has  an 

effect  upon  spot  buying  in  so  far  as  the 
individual  timebuyer  gets  broader  and 

more  detailed  briefings  from  his  asso- 
i  iate  media  director  on  each  account 

than  he  could  previously  get  from  con- 
tact with  a  single  media  director  and 

the  account  executive. 

J.  Walter  Thompson  huvers,  for  ex- 

ample, who've  been  introduced  to  this 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 
than   any  other  TV  station   in  the 
rich  heart  of  Louisiana 

-=p>    FROM   5:00  P.  M.  to   SIGN   OFF 
^  (Monday  thru  Friday) 

y 
W  B  R  Z     rated    highest    in    125    quarter   hours   out 

of    149. 

FROM   12   NOON  to   3:30   P.  M. 

(Monday  thru  Friday) 

WBRZ      rating  Tops  AM  Others  Combined! 

-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi- 

WBRZ   2 
BATON    ROUGE,     LOUISIANA 

Power:  100.OOO  watts    Tower:  1001  ft. 

NBC-ABC 

Represented  by   Hollingbery 

system  just  this  past  year,  feel  they 
now  have  more  choice  and  latitude  in 

setting  up  schedules.  Media  strategy  is 

now  truly  developed  within  the  media 
department  and  by  men  to  whom  the 
buyers  have  easy  access. 

'"\\  e  find  more  flexibility  in  this  ap- 

proach," one  JWT  timebuyer  told 
sponsor.  "Once  the  broad  marketing 
and  media  aims  are  approved  by  the 

client,  it's  the  buyer  who  can  adapt 
them  to  individual  market  and  station 

problems." 

The  changes  that  have  occurred  in 
recent  years  within  top  agency  media 

departments  have  been  brought  about 
for  these  among  other  kev  reasons: 

(1)  to  bring  timebuyers  closer  to  mar- 
keting strategy  and  thinking;  (2 1  to 

free  buyers  for  more  personal  contact 
with  stations  and  markets  so  that  their 

efficiency  in  clearing  hard-to-get  time 
would  improve. 

Says  Frank  Carvell  of  B\B,  where  a 

semi-integrated  system  similar  to 

JWT's  has  been  in  operation  for  three 

years:  "There's  more  traveling  to  sta- 
tions this  year  than  before,  particular- 

ly to  clear  prime  evening  time.  And 

this  traveling  has  been  paying  off." 
At  Y&R  where  all-media  buyers  are 

the  rule,  rather  than  specialized  time 

and  space  buyers,  the  particular  man 
who  visits  a  local  market  goes  there 

to  negotiate  for  other  buyers  as  well 

as  his  own  accounts.  There's  virtually 
a  rotating  travel  system. 

Q.  How  can  buyers  clear  the  best 
available  times  for  film  shows? 

A.  Get  in  there  early  is  the  cardinal 

rule  again  this  year.  Shows  with  track 
records  are,  of  course,  generally  easier 

to  place  than  new  properties.  But  here, 
too,  there  are  certain  steps  a  buyer  can 
take  to  sell  the  station  he  wants  to 

clear  on  the  show  (see  also  Film  Sec- 
tion, page  86  I  : 

1.  Send  the  station  a  show  promo- 

tion kit,  explaining  the  contents  and 

appeals  of  the  program,  its  past  rat- 
ings history,  the  audience  composition 

figures  in  previous  runs,  pictures  and 
information  about  the  stars.  That  way, 

the  station  management  can  determine 
mure  easily  how  and  where  the  film 

program  can  besl  strengthen  the  sta- 
tion's programing  lineup.  i  Ideally, 

the  buyer  can  pave  the  \\a\  for  his 
shows  sending  a  print  to  stations  for screening.  I 

2.  Make  sure  the  time  periods 

\ouie  seeking  are  suitable  to  the  prop- 

30 FALL  FACTS  BASICS 



ARE  YOU 

HALF-COVERED 

IN 

NEBRASKA'S  OTHER  BIG  MARKET? 

1956  ARB  METROPOLITAN 

AREA   COVERAGE  STUDY 

PROVES   KOLN-TV   SUPERIORITY! 

The  1956  ARB  Study  of  231  Metropolitan  markets  in- 
cluded 6  in  LINCOLN-LAND — 5  in  Nebraska,  1   in  Kansas. 

In  these  6  markets,  KOLN-TV  is  viewed- 
most  in  6  daytime  categories  ...  in  5 
out  of  6  nighttime  categories. 

KOLN-TV  gets  an  average  daytime,  "viewed-most"  rating 
of  54.0%  as  against  15.2%  for  the  next  station.  Night- 

time averages  are  59.8%  for  KOLN-TV,  25.0%  for  the 
next  station.    Enough  said? 

JULY  1956 

WKZO  TV  —  GRAND   RAPIDS  KALAMAZOO 
WKZO  RADIO—  KALAMAZOOBATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF  FM  — GRAND   RAPIDS  KALAMAZOO 
KOLN-TV  — LINCOLN.   NEBRASKA 

Auoco'cd  with 

WMBD  RADIO  — PEORIA,  ILLINOIS 

THIS 

AREA 

IS LINCOLN 
LAND 

KOLN-TV  delivers  Lincoln-Land  —  200,000  families,  125,000 

of  than  unci u plicated  by  any  Omaha  signal! 

95.5'V  OF  LINCOLN-LAM)  IS  OUTSIDE  THE  GRADE 

"B"  AREA  OF  OMAHA!  This  important  42-county  market  is 
as  independent  of  Omaha  as  Hartford  is  of  Providence,  or 

Syracuse  is  of  Rochester! 

Telepulse  figures  show  that  KOLN-TV  gets  138.1?!  more 

afternoon  viewers  than  the  second  station  .  .  .  191.1'.  more 

nighttime  viewers! 

Ask  Vvery-Knodel  for  all  the  facts  on  KOLN-TV,  the  Official 
CBS-ABC  Outlet  for  South  Central  Nebraska  and  Northern 

Kansas  —  "Nebraska's  other  big  market." 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

KOLN-TV 
COVERS  LINCOLN-LAND— NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.  Exclusive  National   Representatives 
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SPOT    TELEVISION    (Continued) 

ert)  and  the  market's  viewing  habits. 
Intimate  knowledge  of  the  show's  pre- 

vious adjacencies  and  time  slots  as 

•well  as  the  programing  structure  of 
stations  in  the  market  gives  you  the 

best  station's  point.  It  doesn't  make 
sense  to  pick  top-rated  time  slots  out 
of  pocket  pieces  and  try  to  force  your 

client's  show  into  them  if  they  don't fit. 

3.  If  you  re  bu\ing  for  a  first  run. 
send  the  station  full  material  about 

the  producer's  and  star's  background, 
promotion  plans  and  merchandising 
gimmicks  envisioned  by  syndicator 
and  client.  Be  sure  to  allow  sufficient 

time  for  pre-selling  stations  on  the 
ratings  potential  and  merchandisability 

of  a  new  show.  If  it's  tough  to  clear, 
a  series  of  screenings  for  the  station 

reps  might  help. 
4.  Work  with  the  syndicator.  Often 

he  knows  of  time  periods  opening  up 
on  statinn-  with  whom  he  docs  busi- 

ness. Also,  the  contacts  a  syndicator's 
fieldmen  make  can  be  valuable  to  the 

timebuyer  in  clearing  for  a  show. 

5.  Link  timebuying  plans  with  ef- 

forts to  pre-sell  the  show  in  the 

markets  you  arc  bu\  ing.  The  client's 
own   contacts,    like   wholesalers   or    re- 

tailers in  a  market,  can  help  develop- 

the  station's  enthusiasm  for  the  show. 
In  some  markets  it  might  be  worth 
while  to  have  screenings  for  the  trade 

well  in  advance  of  buying  the  par- 

ticular station  the  show's  to  go  on. 
Such  pre-selling  to  the  trade  will  turn 
them  into  salesmen  for  the  show  and 

build  a  rating  before  the  actual  on-air 
time.  At  the  same  time,  the  enthusiasm 

of  the  local  trade  is  likely  to  make  the 

matter  of  getting  a  good  time  slot 
easier  for  the  timebuyer. 

Availabilities 

Q.  How  do  nighttime  availabili- 
ties this  year  compare  with  last? 

A.  It's  even  more  of  a  seller's  mar- 
ket this  year  than  in  1955.  However, 

the  extent  of  the  tightness  is  a  little 
harder  to  determine  this  year,  because 

stations  have  cracked  down  on  con- 

firming orders  more  than  30  days  in 

advance.  Partly,  they're  not  in  position 
to  confirm  so  far  in  advance  because 

late  changes  in  network  programing 

are  making  it  hard  for  individual  sta- 
tions to  guarantee  adjacencies  now. 

"What  good  would  it  do  me  to  ask 
for  avails  and  place  orders  before  the 
stations  themselves  know  what  their 

schedules  will  look  like?"  most  time- 

buyers  say.  Yet,  they're  paradoxically 
anxious  to  get  orders  in  early,  because 

nighttime  continues  so  tight. 
The  new  stations  coming  on  the 

air  during  the  past  year  have  not 

eased  the  tightness  appreciably,  be- 

cause the  waiting  line  of  clients  want- 
ing to  get  into  nighttime  spot  tv  has 

increased   more   than   proportionately. 

The  early-evening  and  late-night 
periods  are  getting  tighter,  too,  for 
minute  commercials,  particularly  in 
markets  with  fewer  than  three  stations. 

Q.  What  nighttime  programing 

trends  should  timebuyers  watch  in 
the  autumn? 

A.  The  fact  that  the  networks  were 

late  in  firming  up  nighttime  lineups 

made  it  tough  for  buyers  to  plan  well 
ahead  for  fall  with  any  certainty.  Now 

that  nighttime  programing  for  the  fall 

has   finally   taken   shape   it's   time   for 

a  3  Billion  Dollar 
Retail  Sales  Market  With . . . 

OF  ALL  HOMES  USING 

%     . UHF  in  Americas  most 

natural  and  largest  ULTRA- 
HIGH Frequency  Market 

TbD* 4600  Ft.  above  sea  level 175,000  TV  Homes 

0  TV  channel  47  BLANKETS 
O'NEILL 
P.  O.    BOX     1708 

The  Entire  Market  Area 
BROADCASTING        COMPANY 

represented    Nationally    by  the    Branham   Co.       FRESNO,   CALIF. 



SPOT    TELEVISION    (Continued) 

media  buyers  to  review  and  analyze 

the  network  lineups,  to  determine  what 

prime  adjacencies  they  might  watch 
for.  Here  are  a  few  of  the  trends  to 

watch  and  for  a  complete  analysis  of 

network  programing  (see  page  59)  : 
It  is  now  obvious  that  the  biggest 

and  most  significant  changes  are  in 

the  7:00  p.m.  to  8:30  p.m.  period  Mon- 
days through  Fridays.  Newcomers  to 

the  network  during  those  times  are 

mainlv  adventure  shows,  like  Bold 

Journey,  Monday  on  ABC  TV  7:30- 
8:00  p.m.:  Sir  Lancelot,  Mondays, 

NBC  TV  8:00-8:30  p.m.;  Hiram  Holi- 

day, Wednesdays,  NBC  TV,  8:00- 
8:30  p.m.;  Adventures  of  Jim  Boivie, 

Fridays,  ABC  TV,  8:00-8:30  p.m.; 
West  Point  Story,  CBS  TV,  Fridays 

800-8:30  p.m.;  lane  Grey,  Fridays 

CBS  TV,  8:30-9:00  p.m. 
The  networks  expect  these  shows  to 

pull  in  broad  family  audiences,  with 

emphasis  on  adult  men  and  women. 
These  are  adjacencies  for  buyers  with 

any  category  of  mass-appeal  product  to 
watch. 

Adventure  shows  and  costume  dra- 

mas particularly  are  the  newest  cate- 

gory of  shows  to  get  emphasis  on  net- 
works. The  nets,  having  seen  peak-of- 

season  ratings  of  Robin  Hood  (31.2 

ARB,  December  1955  I  and  other  cos- 
tume dramas,  have  been  encouraged 

to  add  more  in  a  similar  vein. 

If  Sir  Lancelot  does  as  well,  this 

will  be  another  prime  availability  to 

line  up  for  early.  Of  course,  Sir 

Lancelot  will  buck  tougher  competi- 
tion in  fall  than  Robin  Hood  did  last 

\ear.  Danny  Thomas,  with  a  track 

record  and  steady  ratings  (19.8  ARB. 

December  1955)  on  ABC  TV  be  op- 
posite, as  will  Burns  and  Allen  1 28.0 

ARB,  December  1955 1  on  CBS  TV. 

In  its  7:30  to  8:00  p.m.  niche,  Robin 

Hood  had  to  buck  two  15-minute  strips 
on  NBC  TV  and  Topper  on  ABC  TV. 

The  "small-money"  quiz  shows  have 
gone  by  the  wayside,  knocked  out  by 

giant  giveaways,  $64,000  Question 
and  Big  Surprise.  The  former  became 

the  top-rated  network  tv  show  last 
summer  and  maintained  that  position 

during  the  rest  of  the  year.  Big  Sur- 
prise built  somewhat  more  slowly,  but 

achieved  a  24.2  (ARB,  December 

1955  l  and  held  on  steadily  to  the  top 

ratings  for  Saturday  7:30-8:00  p.m. 
It  knocked  out  Beat  the  Clock  opposite 
it  on  CBS  TV.  Sylvania.  sponsor  of 

this  "small-money"  quiz,  dropped  the 
show  in  favor  of  Buccaneer,  a  film  ad- 

(Please  turn    to  page   36 1 
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The  CALIF.  ORE 
TV  TRIO 

OREGON 

KBES-TV  Medford » 
•   Channel  5     ' 

KIEM  Eureka     , 
Channel  3  f 

f 

CALIFORNIA 

*KOTI-TV 

Klamath  Falls 
Channel  2 

.About  Aug.  12 

Fronciico/ 

300  Mi.    / 
/ 

/ / 
/ 

K'
 

Y 

the  Smut/in    TV  Stations 

CHANNEL    2 
Klamath  Falls,  Ore. 

CHANNEL    3 
Eureka,  Calif. 

CHANNEL    5 
Medford,  Ore. 

KOTI 

KBES 
(Affiliated  with  KIEM-AM,  5000  Watts,   1480  KG,  KRED-FM, 
Eureka,  Calif.,  and  KUIN,  KGPO-FM,  Grants  Pass,  Oregon) 

three  markets  —  one  billing 
MARKET   FACTS 

POPULATION   324,745 
FAMILIES   106,908 
TV    FAMILIES   65,023 
RETAIL   SALES   $420,528,000 
CONSUMER  SPENDABLE  INCOME  .  .  .  $467,743,000 

"The  Calif.-Ore.  TV  TRIO  bridge  the  gap  between  San 
Francisco  &  Portland  with  EXCLUSIVE  VHF  Coverage  on 

Channels  2,  3  &  5." 

for  CALIF.-ORE.  TV  TRIO 
call   DON  TELFORD  Mgr. 

Phone:    Hillside  3-3123;  TWX  Eureka  16 

or  ask MO/XGBL/XIW 
national  representatives 



What  sold  you  on 

'Broadcast  Monday 

through  Friday .  "ii 
KNX1  I  os  Vngeles; 

K I'l \  San  I  rancisco; 

KFMB-T\  San  Diego; 

KFR]    l\   I  resno; 

Kl  RO  I  \  Bakersficld; 

KB]   I    I  \  Sacramento; 

KOIN  l\  Portland; 

KIN  II  \  Seattle-Tacoma 

Available  ;i-  a  i  omplete 

;jir,u|i  or  the  six 

( lalifomia  stations  only. 
( .1 1  details  from 

CBS  Television  - 



u 

Panorama  Pacific"  ? 

Both  Nielsen  and  ABB!  They  show  that    Panorama  Pacific" 
lias  more  viewers ...  higher  ratings...  a  bigger  share  of  audience 

than  any  other  Pacific  Coast  network  early-morning  show. 

And  within  reach  of  the  eight  CBS  Television  Pacific  Network 

stations  carrying  the  show  are  93%  of  the  Coast's  television 
families.  Perfect  way  to  cover  the  Coast  at  one  fell  swoop! 



SPOT    TELEVISION    (Continued) 

venture   that    will   debut    in   fall.   $64,-  time    on    all    networks.      \BC    T\     is 

000   Challenge,    the   panel    quiz    based  planning;   several   kid   spectaculars    on 

$64,000   Question,    made    Top    1"  Saturdays    11:00   a.m.  to    12:30   p.m. 

in  ratings  soon  after  it  went  on  the  air. 

Q.       What      are      major      daytime 
trends  timebuyers  should  watch? 

A.  There'll  be  an  increase  in  day- 
time network  programing.  ABC  l\ 

has  plans  for  the  11:30  a.m.  to  noon 

period,  lml  the  program  format  has 

in  it  yet  been  determined.  Later  in  the 

season,  VBC  T\  expects  to  add  more 

daytime  programing. 

\|'.(  I  \  has  dropped  one  of  the 
tun  soap  operas  it  carried  this  season. 

Replacing  that  soap  opera  will  be  an 
added  15  minutes  of  Queen  for  a  Day, 

following  Matinee  Theater.  Queen  for 

a  Dm  has  been  building  ratings  steadi- 

ly, and   i-  expected   to  strengthen  the 

afteri   n    lineup    1>\     following    right 

on    top    i if    Matinee    Theater. 

Timebuyers  with  kid-appeal  prod- 
ucts will  find  that  Mickey  Mouse  Club 

is  the  onl)  remaining  late-afternoon 

net  t\  show  with  predominantly  kid 

appeal  this  fall.  NBC  T\  has  shifted 

Howdy  Dood)  to  Saturda)  morning, 

which  will  he  a  heav)   kid-programing 

DST  muddle 

Q.  Will  the  Daylight  Saving  mud- 
dle still  snarl  spot  schedules? 

A.  \  ideo  tape,  as  introduced  In  the 

Ampex  Corp.  at  the  spring  NARTB 

convention,  i-  the  shining  hope  of  the 

industr)  in  solving  time  discrepancies 
between  the  lour  VS.  time  zones.  But 

video  tape  won't  lie  in  full  use  as  yet this  fall. 

"It  takes  more  than  our  first  three 
machines  to  feed  all  the  stations  that 

remain  on  Standard  Time  throughout 

the  summer  or  even  those  who  go 

Standard  while  New  ̂   ork  remains  on 

DST."  said  a  CBS  TV  engineering 

executive."  "We  ma\  use  a  viedo  tape 
recorder  on  the  \^  est  Coast  instead 

of  the  hot  kine.  But  to  date  there  are 

no  startlingly  different  provisions  for 

the  other  time  zones." 

#*» 

^KAtttl 

I 

KHOL-TV 
plus  .  .  . 

^^^     New      \ SATELLITE     ) 

«A     STATION     / 

Give  You  Bonus  Coverage 

In  Nebraska's  2nd  Big  Market 

161 ,715  Unduplicated  Families  at 

TV'S    Lowest    Cost-Per-Thousand 

SOUTH   DAKOTA KHOL-TV  and  Satellite 
Station  cover  rich  Central 

Nebraska  —  the  State's  2nd 
Big  Market 

KHOL-TV  picks  up  where 
Omaha  leaves  off — you  buy 
no  duplicated  coverage 

One  buy  on  KHOL-TV 
gives  you  bonus  Satellite 
coverage  at  no  extra  cost 

Investigate    Nebraska's   2nd   Big  Market  today — 
(  out. ut  KHOL-TV  or  your  Meeker  representative 

KHOL-TV 
Owned  and  Operated  by 

BI-STATES   CO 

CBS       ABC 

CHANNEL  13       Kearney,  Nebraska 

Channel  6  Satellite  Station, 

Hayes  Center,  Nebr. 

Represented  nationally  by  MEEKER  TV,  Inc. 

vu\-  NBC  TV's  v.p.  in  charge  of 

research  and  development,  Hugh  Be- 

\  ille.  *'l  don  t  think  Ampex  can  de- 
liver  in  sufficient  quantit)  for  another 

\ear.  And  until  then,  we  can't  plan 
on  using  these  tape  recorders  to  solve 

an)  time  /one  differential.  We're 
planning  to  solve  that  in  our  regular 
ua\.  with  delayed  telecasts  of  kines 

in  man\   instances." 
\B(.  T\  affiliates  will  be  able  to  get 

an)  ABC  T\  New  York-originated 
show  at  the  same  time  locally  through 

a    - \  t -«  1 1 1     \BC    T\     initiated    in    April 
1956. 

"We've  set  up  a  bank  of  35-mm. 

high-speed  film  recorders  in  Chicago," 

-a\>  ABC  TV's  v.p.  in  charge  of  en- 

gineering. Frank  Marx.  "When  a  show 

feeds  in  from  New  York,  it's  put  on 
35-mm.  film  and  then  delayed  for  the 

necessai)    time   til    playback   time." 
For  spot  tv  clients  and  timebuyers 

this  means  in  essence  that  evening 

adjacencies  and  time  schedules  will 

go  through  the  same  amount  of  re- 
shuffling  and  flux  as  in  fall  seasons 

past,  complicated  b\  the  fact  that  New 
\"ik  and  other  isolated  cities  and 

areas  will  be  on  DST  [or  the  month 
of  October. 

This  complicating  factor  is  the  re- 
sult of  DST  legislation  initiated  in 

New  ̂   ork  over  a  vear  ago  which  ex- 

tended New  fork's  Daylight  Saving 
Time  for  a  month  last  vear  and  will 

do  so  again  this  year.  Since  most 

fall  network  shows  premiere  in  Sep- 

tember, this  means  a  potential  re- 
shuffle of  schedules  when  some  DST 

states  and  cities  go  back  on  Standard 

in  September,  another  one  when  New 

i  ork.  New  F.ngland  and  other  pro- 

longed DST  areas  go  back  to  Standard 
Time. 

Spot  clients 

Q.      Who    are    the    top    spenders 

among  spot  television  advertisers? 

A.        Reports      on      spot      tv      .-pending 

issued  b)  the  Television  Bureau  of 

Advertising  and  b.i-ed  on  N.  C.  Hora- 
baugh  data  indicate  the  scope  and 

stage  on  spot  t\  aeti\  it\ .  The  T\  B  re- 
potts  puts  estimated  spending  in  spot 

tv  for  the   fourth   quarter  of   1955  at 
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$103.9  million  and  for  the  first  quar- 
ter of  1956  at  $100.2  million. 

In  each  <>l  those  periods  food  and 

grocer)  products  bought  more  spot 

lv  than  am  other  product  type:  $27.1 

million  ami  $28.5  million  respectively. 

The  second  most  active  categorj  of 

products  were  drugs  with  $8.9  million 

in  tin-  '55  quarter,  $10.7  million  in  the 
L956  quarter.  We,  beer  and  wine  are 
a  close  third  with  $9.4  million  and 

$8.3  million  respective!)  in  the  1955 

and  1956  quarter. 

Cigarettes,  which  rank  among  the 

top  five  network  t\  advertiser  cate- 

gories, also  rank  among  the  top  five 

spot  t\  clients,  ̂ utomotives,  on  the 

other  hand.  though  high-ranking 

among  network  clients,  slip  into  ninth 

place  spot  t\    spenders. 

\-  individual  companies,  these  were 

the  top  Id  -pot  t\  advertisers  in  the 

first  quarter  of  1956,  with  their  esti- 

mated spending  (in  millions):  l'\<i. 
S5.7;  Brown  &  \\  illiamson.  $2.9;  Ster- 

ling Drug,  $2.3;  General  Foods,  $2.]  ; 

Kellogg,  $1.8;  Mile-  Labs.  $1.7;  I  ol- 

gate-Palmolive,  $1.6;  Philip  Morris. 
$1.5;  National  Biscuit.  $1.5;  General 

Motors,  $1.3. 

Q.  What  types  of  tv  campaigns 

do  the  top  spot  clients  buy? 

A.  \\  hile  regular  announcement 

schedules  predominate  i  11. V,  of  the 
total  S1D0.2  million  spent  in  the  first 

quarter  of  L956),  spot  program  hu\s 

account  for  a  substantia]  2\.(>'  ',  chunk 
ol  total  spot  expenditures. 

Clients  who  put  the  larger  propor- 

tion ol  their  spot  budget  into  pro- 

gram Inns  aif  frequentl)  breweries, 

oil  companies  and  drug  firms,  like 

Vnheuser-Busch.  Falstaff,  Standard  Oil 

of  ndiana,  Ksso.  Phillips  Petroleum. 

\\  arner  Lambert  and  Emerson  Drug. 

(See  breakdown  on  film  -how  adver- 

tisers in  Film  Section,  page  100.  i 

Here's  how  the  remainder  of  the 

$100.2  million  was  spent  in  first  quar- 

ter 1956:  I.I).'-.  12.2',  or  $12.2  mil- 

lion: participation-.  21.1',  or  >-2  I .  I 
million.  Media  men  predict  that  spot 

program  buys  and  I.I).'-  will  take up  a  larger  percentage  of  total  spot 

t\  -pending  in  fall  1030.  Part  of  the 

reason  for  the  predicted  increase  in 

LD's  is  the  fact  that  reps  and  stations 
continue  to  offer  more  and  more  at- 

trative  daytime  I.D.  packages.  \>  for 

spot    program    buys,    the   expected    in- 

crease  i-  generall)  attributed  to  the 

continued  tightness  and  high  cost  of 
network  t\.  the  difficult)  in  buying 

tailor-made  networks,  the  main  proved 

film  properties  available  and  stations' 
eagerness  for  good  -how-  t,,  build  up 
their  own  programing   lineup. 

Q.  During  what  part  of  the  tv 

day  do  clients  place  their  cam- 

paigns as  a  rule? 

A.  I  he  -ingle  inosl  interesting  fact 

about  daytime  versus  nighttime  spend- 

ing is  the  growth  of  daytime  spot  t\. 
In  the  first  quarter  of  1956,  this  was 

(he  hreakdow  n :  da\ .  34.6%;  night. 

V>..V  ,  :  late  night.  0.0';.  Media  men 
estimate  that  the  gap  between  prime 

evening  and  daytime  will  tend  to  close 

even  more  in  terni^  ol  percentages  ne\t 

fall.  Their  prediction  i-  based  on  the 

fact  that  nighttime  is  lighter  than  cm  i 

and  new  spot  tv  clients  will  he  forced 

into  daytime  for  the  sake  of  getting 

on  the  air.  \l-o.  the)  point  to  the 

I  Ht  that  increased  network  program- 

ing during  aftern   is  will  build  day- 
time ratings  and  make  announcement 

campaigns  adjacent  to  such  shows 
more  attractive  buys. 

RADIO  -  TELEVISION 
HELP  WANTED  JOBS  WANTED 

TV  Trans.  Op.  &  Switcher    .    .    . 
.   ...   up  to  $550. 

All  Round  Radio  St.  Mgr.    .    .    . 

.    .    .    .   Salary   Excellent. 

19  Radio  &  TV  Announcers    .    .    . 

....   Top  Salaries  Available. 

15  Continuity-Copy  Writers    .    .    . 
....    $85  per  Wk.  &  up. 

15  Radio  &  TV  Salesmen    .   .   . 

....    Excellent  Salaries,  Comm. 

Plus  Many  Others  in  All  Phases 

Radio  Sports  Announcer    .    .    . 
.    .    .    .    Outstanding    References 

TV  &  Radio  Announcers    .    .    . 

....    Years  of  Experience 

TV  Director,  Experienced    .    .    . 

....    $100  per  week 

Camera  &  Floor  Men    .    .    . 

....   Start  at  $60  per  week 

Radio  Program   Director    .    .    . 
....   Avail,  in  Sept. 

Plus  Sales  and  Copy  People 

Personnel  and  job  requests  have  been  pouring  in  from  ALL  sections  of  the  country 

List  NOW  with  National  for  the  job  OR  person  you've  been  looking  for!  Write, 
wire  or  phone  M.  1  .  Stone,  Manager  today  for  complete  information.  NATIONAL 
II AS  THE  PEOPLE  AM)  THE   [OBS. 

National  Radio  &  Television 

Employment  Service 

♦  m 

5th    FLOOR     •      1627      K      STREET,   N. r.    •     WASHINGTON,   D.  C.     •     TELEPHONE    RE    7-0343 
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Q.      How's  spot  tv  business? 

A.  A  sponsor  survej  <>!  stations 
and  reps  indicates  that  the  fust  pail 

of  1956  has  been  substantial!)  ahead 
of  the  comparable  months  in  1955. 

Some  major  reps  pegged  business  as 
much  as  30',  ahead  of  1955  to  date. 

\h>*t  stations  and  reps  see  summer 
Inning  wa\  ahead  of  previous  years 

and  anticipate  a  heavier  rush  into  the 
medium   this   fall    than  ever   before. 

The  two  areas  of  expanded  business 

timebuyers  point  to  are:  ll)  increased 
nighttime  t\  through  the  summer  and 

(2i  more  daytime  buying  for  fall.  On 

the  average,  they  anticipate  an  over- 

all 15  to  20' <  growth  in  1956  over 
1955. 

Q.  When  will  the  big  spurt  in 
sale  of  color  start? 

A.  Look  for  the  first  real  set  progress 

this  fall.  Two  major  factors  favorable 

to  color  sale  acceleration  will  be  pres- 
ent as  the  fall  programing  season 

opens:  111  At  least  five  major  manu- 
facturers have  color  sets  out  at  below 

$500,  including  RCA,  General  Electric 
and  Admiral.  (2)  There  will  be  an 

increase  in  network  color  programing 
with  at  least  one  hour  in  color  after- 

noon and  night  on  NBC  and  some  step- 
up   at   CBS   as   well. 

Q.  Will  there  be  further  cuts  in 

set  prices? 

A.  Not  for  the  immediate  future, 

say  most  sources.  Emphasis  for  in- 
creasing color  sales  is  put  on  program- 

ing and  promotion  rather  than  further 
cuts.  But  standing  in  the  wings  is  at 

least  one  compam  which  is  talking  in 

terms  of  sets  in  the  $300  to  $400  price 
•  lass.  Chromatic  Labs,  of  which  Para- 

mount Pictures  is  a  half  owner,  states 
that  with  the  color  tube  which  it  has 

been  de\  eloping  cheaper  sets  should  be 

possible. 

Q.  How  many  stations  can  trans- 
mit other  than  network  color  from 

their  own  studios? 

A.  Some  75  can  transmit  color  slides 

from  their  own  studios:  74  can  trans- 

mit color  film  shows;  29  have  the 

equipment  necessary  to  produce  their 
own    live    shows    locally.      The\     are: 

WHTN-TV 
CHANNEL     13 

IT'S  A  SELLER'S  MARKET, 
but  we  can  give  you 

the  BIGGEST  BUY  yet! 

TIMF- 
I  If  I  Lib  Now,  while  we're  still  new  .  .  .  with  rates 

set  to  offer  low  cosl  per  impression  .  .  .  choice  avail- 
abilities are  still  open. 

PI  APR- 
LHULi  Huntington  —  Ashland-  -Charleston   and 

Portsmouth  Markets.  The  rich,  prosperous,  tri-state 

area  of  more  than  1.250,000  population  conservatively 

measured  from  mail  responses. 

OvtNL.  WHTN-TV  with  the  largest  transmitting 

antenna  in  the  world  .  .  .  316.000  watts  oi  power  for 

maximum  effective  coverage  ...  a  built-in  audience  oi 

more  than  200.000  sets  .  .  .  popular  basic  \H<'  network 
programs,  outstanding  local  live  shows  and  top-notch 
lilms. 

ACTION: 
Get  on  our  "bandwagon"  and  ir-r-o-u with  us! 

l/HLL       Uw-      Huntington,      West      Virginia, 

jAckson    5-7661,    or   our    representatives: 

Edward  Petry  b  Co.,  Inc. 

CHANNEL     13 

WHTN-TV 
IULY   1956 
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KNXT,  KRCA,  KTLA,  WFMB-TV, 
KRI  >\ 1 A  .  W  1  \  I.  WDBO-TV,  WFBM- 

TV,  \\  DSU-TV,  WBAL-TV,  \\  \l  VR- 
TV,  WJBK-TV,  KCCO-TV,  KSD-TV, 

KMTV,WBENTV,WCBS-TV,WRCA- 
l\.  WKY-TV,  WGAL-TV,  WFBC. 

WBAP-TV,  KTHKIN  WO  A I -TV, 

WTAR-TV,  KOMO-TV,  WSAZ-T\  and 
WTMJ-TV. 

Q.  How  much  do  these  individual 

stations  charge  for  locally  origi- 
nated television  color? 

A.  Majorit)  of  stations  that  now 
offer  color  are  still  using  their  regular 

rate  cards  and  simply  adding  the  cost 
of  using  their  color  facilities.  Some 

arc  not  charging  anything  extra  for 

color  while  a  few  add  from  10  to  30'  i 
to  regular  rates  when  a  sponsor  wishes 
color,     i  See  Color   Basics,  page   161.1 

Special  appeals 

Q.      How   many   stations   are   pro- 
graming to  specialized  audiences? 

A.      Of     the     1()5    television     stations 

which  reported  to  sponsor's  Buyers 
Guide  this  year,  54  i\\'i  I  have  spe- 

cial-appeal programing.  This  repre- 
sents a  slight  increase — three  percent- 

age points — over  number  programing 
with  special  appeals  in  1955. 

Among  stations  which  cater  to 
marginal  audiences  are  35  devoting 

time  to  Negro-appeal  shows;  in  1954 
there  were  only  eight  such  stations 
and  in  1955.  19. 

Spanish-language  programing  ranks 

second  in  special-appeals  schedules: 
17  outlets  reported  Spanish  language 

shows  compared  to  nine  in  1955. 

In  addition,  increases  in  the  follow- 
ing have  been  noted :  Polish  language. 

Italian.  German,  Greek  and  Ukrainian. 

California  leads  in  number  of  sta- 

tions programing  to  specialized  audi- 
ences with  eight.  Following  in  order 

are:  Florida  and  Texas  with  five  each: 

Ohio  and  South  Carolina,  four  apiece; 
Arizona  and  Tennessee,  three  each: 

Georgia,  Louisiana,  Michigan  and 
North  Carolina,  each  with  two;  Ala- 

bama, Arkansas,  District  of  Columbia. 

Kentucky.  Maryland.  Minnesota,  Mis- 
sissippi. Missouri,  Nevada.  New  York. 

Pennsylvania,  West  Virginia,  Wiscon- 

sin and  Wyoming — one  per  state. 

Farm  tv 

Q.  How  deeply  has  tv  penetrated 
the  farm  market? 

A.  In  its  most  recent  quarterK  re- 
port on  television  set  ownership,  the 

Market  Research  Corporation  of  Amer- 
ica gives  data  on  percent  of  farm 

families   with   tv   sets. 

From  April  1955  to  April  1956, 

over-all  tv  set  ownership  on  farms 
went  from  38$  to  539<:.  For  the 
same  dates,  national  tv  set  penetration 

is  estimated  as  having  gone  from  07'  < 

to  75';. 

Q.  How  many  tv  stations  pro- 
gram to  the  farm  audience? 

A.  Some  56' r  of  sponsor's  L956 
Buyers'  Guide  respondents  (or  245 
tv  stations)  devote  some  time  to  pro- 

graming to  the  farm  audience.  This 
represents  an  eight  percentage  point 
rise  over  number  of  stations  sched- 

uling shows  for  this  segment  of  the 
audience  in  1955. 

In  addition,  more  t\   stations  report 
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-\marillo  is  the  "capital"  of  the  Texas 
Panhandle.  230  miles  from  the  near- 

est larger  city,  it  is  the  retail  center 
for  over  30  Texas.  Oklahoma  and  New 

Mexico  counties.  KGNC-TV's  0.1  mv 
line  includes  19  of  them.  As  a  distri- 

bution center,  Amarillo  serves  parts 

of  five  states;  total  sales  average  more 

than  $250,000,000  annually.  Market- 

place for  Panhandle  agriculture,  head- 

quarters for  oil.  i_'as  and  other  indus- 
try Amarillo  is  an  active  commercial 

renter.  For  three  consecutive  vears  it 

has  been  No.  1  for  the  nation  in  retail 

sales  per  household. 

If  this  suggests  that  KGNC-T\  is 

worth  an  advertising  investment,  it's no  coincidence. 

KGNC-TV 
Amarillo,  Texas 

Channel  4 
100.000  watts 

NBC  Affiliate 

National    Representatives: 
The   Katz  Agencj 
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that  the)  have  farm  directors.  In 

1955,  onl)  21  outlets  had  farm  direc- 
tors; tin-  year,  55  report  having  one. 

I  igures  are  based  on  t\  stations  which 
belong  to  the  National  Vsso<  iation  ol 
I  v  and  Radio  Faun  Directors. 

Bayers'  Guide  Found  thai  televisi  in 
stations  schedule  the  following  types 

of  farm  shows:  market  new-,  weather 

reports,  interviews,  demonstrations, 
1-11    farm    tips. 

Homemaking  shows 

Q.  How  many  tv  stations  have 
local  homemaking  shows? 

A.  Homemaking  shows  enjo)  wide- 
spread popularit)  throughout  t  lie 

I  nited  States.  01  495  Buyers'  Guide 
respondents  who  reported  their  sched- 

ules this  year,  348  station--  or  70', 
offer  local  homemaking  programs. 

This  type  of  programing  tails  into 

-i\  main  categories:  i  1  i  kitchen,  (2i 
home  decoration,   (3)   child  care,   •  l1 

do-it-yourself,  i 5 1  fashion  and  (61 beauty . 

Kitchen  shows,  traditionally  slotted 
most  often,  retain  their  popularit) 

with  87'  •  of  respondents  reporting 
this  catei'oiv.  Fashion  is  number  two 

with  71'.  scheduling  such  shows. 
Home  decoration  ranks  third  with 

(>7'  -  of  the  station-  reporting  them. 
Some  54$  had  beaut)  shows.  The 

do-it-yourseli  categor)  evidences  con- 

siderable decline  with  I1)',  compared 
to  51'.  in  1955.  However,  child-care 

programs  poll  19%,  as  opposed  to 

last    year's   27' .  . Those  latter  two  program  types  are 

the  onl)  ones  to  show  sharp  change 
among  homemaking  shows. 

Q.      How    many    tv    stations    have 

sports  shows? 

A.      151   stations  or  31%,  of  Buyers' 
Guide's     195    respondents    offer    play- 

by-pla)  sports  coverage.  Of  interest 
is  the  wide  variet)   ol  sports  reported. 

In  all.  21  sport-  are  covered.  I  he) 

range  in  popularit)  from  football 
(programed  b)  254  outlets)  and 
basketball  (telecast  b)  169)  to  hull 

fights,  fair  games,  jai-alai.  rodeo. 
tennis  and  relays,  each  of  which  is 
scheduled    In    simile    station- 

Local  commercials 

Q.  What  are  television  stations 

equipped  to  do  for  advertisers  in 
the  way  of  commercials? 

A.  From  a  Buyers'  Guide  tabula- 
tion of  395  station-,  it's  evident  that 

most  outlets  have  the  makings  for 
effective  local  live  commercials. 

For  advertisers  who  want  to  sell  a 

kitchen  product  in  a  kitchen  setting, 

346  or  87' <  of  respondents  are  ready- 
to  oblige. 

When  it  (imies  to  home)  sales  talk- 
from  living  room  to  living  room.  391 

WISC-TV  Channel  3  VHF  offers  you  a 
rich  area  market!  It  includes  the  cream  of 

^America's  Dairyland,  the  home  of  the  Uni- 

l^f^Wisconsin,  Wisconsin's  Capital 
on,  aj^^^iern  section  of  agri- 

^^■^Uy  i  •  rs  1 1  i  i  'i  1 industry — a  leading  me 

offers  you 
coverage 

ILLINOIS 
COVERAGE   FACTS 

TV  Sets  in  Area   300, 1  70  ( 1 956) 

Total  Families   409,800  (1956) 

Total  Population   .1,389,100  (1956) 

Total  Retail  Sales   $1,681,147,000  (1955) 

County  Coverage   30  (Wise,  III.,  Iowa) 

Power   .1 00,000  Wolfs 

Antenna  Height   .1826  Ft.  A.S.L. 

CLINTON 

m-n 
Represented  Nationally  by 

PETERS,  GRIFFIN, 

WOODWARD,  INC. 

OHAMM 3 VHF 
MADISON,      WISCONSIN 
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SPOT     TELEVISION    (Continued) 

or    9\V ,     have    such    permanent    sets 
available. 

More  informal  surroundings,  too, 

aire  permanently  installed  at  main 

stations.  For  example  315  or  79*  i 
are  equipped  for  out-door  <>r  patio 
<  ommercials.  ( Ither  apparatus  Foi 

advertiser-  i  ikIikIc-  the  following: : 

auto  ramps  al  238  or  60' ,  of  outlets 
queried;  rear-view  ><  reens  at  212  or 
53%;  remote  facilities  provided  l>\ 
I!!  I   ...   46%. 

1,032  Ft. 

Q.  When  was  the  video  tape  re- 
corder developed? 

A.  The  first  video  tape  recorder  was 

introduced  by  the  Ampex  Corp.  at  the 

NARTB  convention  this  spring.  Video 

recorders  are  being  developed  also  l>\ 
other  companies,  and  RCA  is  hard  at 

work  perfecting  it>  color  tape  recorder. 

The  \ni|ic\  machine  reproduces  black- 

and  white  onl)  at  this  point,  but  Am- 
pex expects  to  add  color  in  the  next 

year  or  so. 

Q.  How  big  an  effect  will  the 
video  tape  recorder  have  in  the  tv 
industry? 

A.  A  revolutionary  one,  everyone 
agrees.  Just  how  revolutionary  it  will 

be.  in  specific  terms,  is  difficult  to  pre- 
dict. At  this  point,  the  whole  concept 

is  so  new  and  the  possible  applications 

SO  limitless  that  t\  people  have  only 
begun  to  speculate  about  how  thev  can 

use  it.  (See  "Video  tape:  how  it  will 

revolutionize  programing,"  SPONSOR, 
30  April  1956). 

Q.  What  are  the  most  immediate 
uses  expected  to  be? 

A.  CBS  and  NBC  have  Ampex  re- 
corders on  order,  and  will  put  them 

into  operation  starting  this  fall.  The 
first  application  of  the  mechanism  will 

be  as  a  replacement  for  kinescope  re- 
cordings. Networks  will  also  more 

than  likely  use  tape  to  solve  the  de- 
layed broadcast  hassles  which  accom- 

pany the  semi-annual  switch  to  and 
from  Daylight  Saving  Time. 

Locally,  stations  can  put  live  shows 
and  live  commercials  on  tape  with  a 

JOE  FLOYD 

LIKES  'EM 
Tall,  Lean 

and  Popular 

So  does  his  larger-than-ever 

viewing  audience  in  the  3-state 
money  belt  —  So.  Dakota,  Iowa, 
and  Minnesota. 

It's  because  KELO-TVs  new  1,032  ft.  tower  fits  this  big 

family,  big-buyinq  market  like  no  other  medium. 

It  beams  a   powerful   picture  of  their  favorite  enter- 
tainers .  .  .  and   of  your   product. 

That's    why    KELO-TV    is    popular    with    local    and 
national   advertisers,  too.    And,  since   KELO-TV  is 

micro-linked    with   Joe's   neighboring    KDLO-TV,   you 
capture  two  big   markets  with  one  smart  buy. 

•  MUBUN 

GENERAL  OFFICES  IN  SIOUX  FALLS,  S.D. 

JOE    FLOYD,    president 

Evans    Nord,    Gen.    Mgr.    •    Larry    Bentson,    V.P. 

NBC     •     ABC     •     CBS 

represented    by   H-R  for  TV  and   AM 

E 

i 
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SPOT    TELEVISION    {Continued) 

daytime  camera  crew,  airing  the  tape? 

at  night  and  tutting  down  on  night- 

time technicians.  The)  can  audition 

local  -hows,  produce  live  comirn 

more  efficiently,  perhaps  even  put  the 

recorder  in  a  mobile  unit  and  pick  up 

special  events  via  tape  rather  than  by 
film. 

Q.  Will  video  tape  be  a  substi- 
tute tor  film? 

A.  \t  this  stage  nl  its  development, 

no.  But  it  ma)  be  a  big  factor  in  film 
in    the   future. 

Several  problems  which  have  to  be 

resolved  before  video  tape  could  ever 

[(•place  film.  I  nions,  inevitably,  would 

squabble  over  jurisdiction.  Before 

film  syndicators  would  ever  think  of 

transposing  their  film  material  to  tape 

tht'v'd  have  to  be  sure  stations  were 

equipped  with  video  recorders.  At  this 

point,  it'll  be  some  time  before  every 
station  in  the  countr)  has  one.  \ml 
even  if  stations  were  equipped  in  the 

near  future  with  video  recording  fa- 

cilities, indicators  at  this  point  have 
no  device  which  would  enable  them  to 

make  video  tape  copies  of  the  master 

tape.       Duplicator      mechanisms      wil 

probably   be   developed,   however. 

Get 

the  most 

out  of 

your advertising 

dollar , 

.    .    .    a long 

list    of 

satisfied 

clients    testify 

to    the 

result 

yetting    ability 

of 

SOUTH  GEORGIA'S 

AN  [M0  PEP 
STATION 

WALBI 
CHANNEL    10 

ALBANY,  GA. 

NBC 

ABC— &  TOP  LOCAL  PROGRAMS 

•       Tom  Stillwaqon,  General  Manager 

Represented    by    VENARD,    RINTOUL    &    McCONNELL 

James  S.  Ayrcs  -  S.E.    Representative 

TV  set  count 

Q.  What's  the  status  of  ARF's 
all-industry   set   count? 

A.  The  Advertising  Research  Foun- 
dation was  commissioned  1>\  TvB. 

\  \RTB  and  the  three  networks  to 

make  the  first  all-industr\  set  count 

which  was  released  in  April.  ARF  in 

late  June  launched  a  new  second  stud) 

along  these  lines.  The  same  industrj 

groups  commissioned  this  re-calcula- 
tion of  the  number  of  tv  sets  in  the 

U.S.,  count\    by  county. 

The  second  ARF  report  is  to  lie 

based  on  a  U.  S.  Census  Bureau  sur- 

vey of  set  ownership  conducted  in 

February.  It  will  be  implemented  with 
set  count  data  from  Nielsens  second 

coverage  stud)   undertaken  this  spring. 

In  the  second  report,  ARF  hopes  to 

close  the  time  lag  between  collection  of 

data  and  publication.  The  first  report 

was  based  on  June  1955  Census  Bu- 
reau research  and  released  10  month* 

later.  (See  SPONSOR  20  Feb.  '56, 
"What's  with  the  tv  set  count  these 

days?"  and  30  April  '56.  "First  all- 

industry  tv  set  count'"!.  An  early  fall 
release  is  the  target  for  the  second 

study  with  the  hope  that  the  time  lag 

can  be  reduced  to  seven  month.-. 

The  Census  Bureau  will  add  t\  house- 

hold questions  to  its  upcoming  \ugust 

survey.  WW.  howexer.  does  not  at 

this  time  plan  to  compute  a  sel  count 
on  the   basis  of  that   data. 

Q.  How  is  NARTB's  own  set- 
count  project  coming  along? 

A.  Iln.c  \ears  ago.  N  \IM'B  decid- 
ed it  should  pi  o\  ide  both  set  count 

and  station  circulation  information. 

The  project  is  still  in  the  planning 

stage. 

One  big  reason  for  the  delay:  the 

difficult)  in  determining  the  method 

b\  which  an  "unchallengeable"  indus- 
lr\  report  can  be  evoked.  \ARTB 

wants  in  ascertain  circulation  and  cov- 

erage in  terms  of  i  1  i  the  number  of 

l\  sets  in  a  station's  area  and  (2)  the 
amount  of  regular  viewing  ol  stations. 
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''yMeewi*- 
MAXIMUM  AUDIENCE  PENETRATION 

...  and  that's  exactly  what 

WPRO-TV  (channel  12,  Providence, 

R.I.)  delivers  in  a  Southeastern 

New  England  area  of  over  ?  million 

television  homes.  WPRO-TV  offers 

survey-proved  Maximum  Audience 

Penetration  of  not  one,  but  three 

major  markets  -  PROVIDENCE,  R.  I., 

plu$  FALL  RIVER  and  NEW  BEDFORD, 

MASS.  For  proof,  ask  BLAIR-TV! 

For  results,  use  WPRO-TV. 

Ask  your  Blairman 
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WBC  stations  dominate  and  sell  where  1/6  of 

America  does  its  shopping  -the  most  important 
mass  markets.  They  dominate  with  top  power 

and  top  programming  .  .  .  they  sell  with  top 
promotion!  Big  advertisers  buy  WBC  (94  out  of 
the  100  largest)  .  .  .  small  advertisers  buy  WBC 
(more  than  1200  of  them)  .  .. .  both  get  what  they 

buy  from  WBC — the  most  coverage  and  the 
most  sales  for  their  money. 

But,  don't  take  our  word  for  it.  Check  case 
histories  with  A.  W.  "Bink"  Dannenbaum,  WBC 
General  Sales  Manager.  Call  him  at  MUrray 

Hill  7-0808,  New  York.  Or,  contact  your  nearest 
WBC  station. 

riNG    COMPANY,  INC. 

IC  stations  represented  by  Peters,  Griffin,  Woodward,  Inc. 

Support  the  Ad  Council  Campaigns 



KTLA   LEADS 
IN  THE  IMPORTANT  METROPOLITAN  AREAS 

of 

SAN  
DIEGO  

and  
SANTA  

BARBARA 

-k  SANTA  BARBARA 

—KTLA  is  again  the  TOP 

Southern  California  inde- 

pendent station  in  this 

rapidly  expanding  market 
of  over  84,000  sets. 

*SAN  DIEGO 
-KTLA  is  the  ONLY 

independent  station  in 
Southern  California  to 

completely  cover  the 
407,000  television  sets  in 
San   Diego. 

PtcU 
The   outstanding   record   of    LEADERSHIP   "FIRSTS"   that 
KTLA  has  maintained  since  the  earliest  days  of  television. 

CHANNEL  5 
Represented  Nationally  by  PAUL  H.  RAYMER  CO. 

5800     Sunset     Boulevard 

Hollywood    28,   California 
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SPOT  TV  BUYERS  AND  BUDGETS 
These  two  set-  ol  statistics,  based  on  a  TvB  summary,  show  '  I  I  how  much 
tnone)  different  types  of  businesses  and  services  spend  in  spot  t\  and  i2i 
the  top  200  companies  which  spend  the  most.  Both  sets  oi  figures  covei 
the  fourth  quarter  of  1955  and  the  first  oi  1956,  when  clients  invested 
respectively,  $103.8  million  and  S100.2  million.  Biggest  product  group 
Inning  tv  spot  is  food-grocer)  products,  which  spent  J28.4  million  in 
first  quarter.  The  much-needed  continuing  report  is  the  industry's  first. 
It    is   backed   by   TvB.    and    based    on   surveys   made   b\    \.    C.    Rorabaugh. 

HOW  VARIOUS   MAJOR    INDUSTRIES   COMPARE    IN    SPOT   TELEVISION    SPENDING 

Product  category 
Spending    ettimat* 

4th    quarter    '55 

Spending    ettlmate 

lit    quarter    '56 

AGRICULTURE $378,000 $310,000 
ALE,  BEER  &  WINE 

$9,446,000 $8,323,000 
AMUSEMENTS,  ENTERTAINMENT $119,000 $157,000 
AUTOMOTIVE 

$5,321,000 $3,280,000 
BUILDING  MATERIAL,  FIXTURES,  PAINTS $1,069,000 $805,000 
CLOTHING  &  ACCESSORIES 

$2,485,000 $1,793,000 
CONFECTIONS  &  SOFT  DRINKS 

$5,391,000 $4,673,000 
CONSUMER  SERVICES 

$3,146,000 $2,952,000 
COSMETICS  &  TOILETRIES 

$7,864,000 $7,442,000 
DENTAL  PRODUCTS $2,779,000 $4,253,000 
DRUG  PRODUCTS $8,909,000 $10,726,000 
FOOD  &  GROCERY  PRODUCTS $27,106,000 $28,461,000 
GARDEN  SUPPLIES  &  EQUIPMENT $43,000 $134,000 

GASOLINE  &  LUBRICANTS 
$3,698,000 $3,123,000 

HOTELS,  RESORTS,  RESTAURANTS 
$50,000 $48,000 

HOUSEHOLD  CLEANERS,  POLISHES,  WAXES $2,004,000 $1,579,000 
HOUSEHOLD  APPLIANCES 

$2,444,000 $1,505,000 
HOUSEHOLD  FURNISHINGS $833,000 $768,000 
HOUSEHOLD  LAUNDRY  PRODUCTS 

$4,318,000 $4,747,000 
HOUSEHOLD  PAPER  PRODUCTS $951,000 $1,108,000 
HOUSEHOLD  GENERAL 

$992,000 $975,000 
NOTIONS $200,000 

$80,000 PET  PRODUCTS $1,294,000 
$986,000 

PUBLICATIONS $133,000 $564,000 
SPORTING  GOODS,  BICYCLES,  TOYS $659,000 

$•8,000 
STATIONERY,  OFFICE  EQUIPMENT $105,000 $73,000 

TV,  RADIO,  PHONOGRAPH,  MUSICAL  INST'S $1,646,000 $626,000 
TOBACCO  PRODUCTS  &  SUPPLIES 

$6,440,000 
S7.08  1.000 

TRANSPORTATION  &  TRAVEL 
$1,000,000 $665,000 

WATCHES,  JEWELRY,  CAMERAS $2,138,000 $1,834,000 
MISCELLANEOUS 

$911,000 $1,0  10,000 

TOTAL $103,872,000 
SI  00.200.000 
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WHAT   TOP   200   SPEND    IN    SPOT   TV* 

4TH  QUARTER 

RANK                       ADVERTISER  1955 

1.  Procter  &  Gamble          $4,064,600 

2.  Broun  &  Williamson  Tob.  2,739,100 

3.  Sterling  Drug               ...  1,893,000 

4.  General   Foods   .                  .  2,004,000 

5.  Kellogg  Company           1,199,300 

6.  Miles  Laboratories     1,561,400 

7.  Colgate-Palmolive        1,231,000 

8.  Philip  Morris                      .  1,175,700 

9.  National  Biscuit                   .  1,158,500 

10.  General    Motors    .                .  1,423,700 

11.  Bulova  Watch                   ...  1,238,900 

12.  Anahist  887,800 

L3.  American  Tel.  &  Tel.**. 
14.  Liggett  &  Myers  Tobacco  ..  902,000 

15.  Carter  Products  319,200 

16.  Ford    Motor  1,746,800 

17.  Robert  Hall  Clothes  .  1,245,500 

18.  Charles  Antell                     .  217,800 

19.  Minute  Maid  466,700 

20.  Continental   Baking  609,000 

21.  Block  Drug  879,900 

22.  Warner-Lambert    Pharma.  755,200 

23.  Helaine  Seager  522,500 

24.  Peter  Paul  567,900 

25.  Florida  Citrus  Comm.  ......  598,500 

26.  Grove  Laboratories    ....  419,000 

27.  Coca-Cola    ...  835,300 

28.  Harold  F.  Ritchie  703,300 

29.  Borden                                ....  286,200 

30.  Nestle  961,600 

31.  Esso  Standard  Oil  553,600 

32.  J.  A.  Folger  424,300 

33.  Toni  436,800 

34.  Campbell  Soup          763,100 

35.  R.  J.  Reynolds  Tobacco  550,100 

36.  Chrysler  558,100 

37.  Chesebrough-Ponds  414,700 
38.  Lever  Brothers  .  394,100 

39.  Northern  Paper  430,400 

40.  B.  T.  Babbitt  492,500 

41.  P.  Ballantine  Sons  ..  446,700 

42.  Corn  Products  Refining  417,300 

43.  Benrus  Watch  324,300 

44.  Tea  Council  403,300 

45.  Hills  Bros.  Coffee    250,200 

46.  Thomas  Leeming 

47.  Vick  Chemical  665,600 

48.  Piels  Bros.  .  407,900 

49.  Better  Living  Enterprises  153,900 

50.  Stokely-Van  Camp  364,500 

"TvD  i                  ned  on  N.  C.   Rorabaugh   da  ■  B  ink 
•Include!   Albc;t   Mllllni:   I 

SO 

1ST  QUARTER 
1956 

55,782,800 

2,921,900 
2,252,800 

2,053,800 
1,780,000 

1,696,900 

1,583,100 

1,542,200 

1,478,400 

1,264,200 
1,228,400 

1,194,400 

1,143,300 

1,122,900 
1,059,900 
985,100 
869,100 
847,300 

839,100 

761,400 

751,200 

725,900 
725,200 

724,700 

698,500 

659,700 

654,800 

642,000 

573,600 
542,400 
531,500 

531.300 
497,700 

495,600 

487,800 
481,700 

474,500 

471,000 

448,400 

433,200 

429,600 

425,900 

417,000 

403,800 

403,500 

401,400 
397,000 

394,200 
393.900 

389,900 

51. 

52. 

53. 54. 

55. 

56. 57. 

58. 
59. 

60. 61. 

62. 

63. 64. 

65. 

66. 

67. 

68. 
69. 

70. 

71. 

72. 

73. 

74. 

75. 
76. 

77. 
78. 

79. 
80. 

81. 

82. 

83. 84. 

85. DC. 

87. 

88. 

89. 

90. 

91. 

92. 93. 

94. 95. 

96. 97. 

98. 

99. 
100. 

1th   Quarter   1955  columns    above 

4TH   QUARTER 
AOVERTISER  I95S 

E.  &  J.  Gallo  Winery    .$  256,800 

Bristol-Myers    ....  252,300 

Reader's   Digest   

Falstaff  Brewing     354,900 

Pepsi  Cola    ._..  428,000 

Sales  Builders  __    368,300 

Seven-Up    399,600 
Wildroot        341,300 

Salada  Tea  .                       308,600 
Tafon  Dist.   

Best  Foods    .                    ....  241,300 

Wesson  Oil  &  Snow  Drift  267,200 

Radio  Corp.  ....     _    323,300 

Armour      289,500 

H.  J.  Heinz  ....  304,000 

Anheuser-Busch  263,000 

Shell  Oil    464,800 

American  Home  Foods  254,600 

Pabst  Brewing  .  294,200 

Plough  ..                           ....  367,000 

U.  S.  Tobacco  ..  224,300 

Ludens    194,100 

A.  &  P.    286,800 

Hawley  &  Hoops  ..    253,700 

Standard   Brands    265,100 

Smith  Brothers  220,000 

Mennen                               ....  180,100 

Brown   Shoe  246,800 

Seeck  &  Kade    

Lee,  Ltd    266,200 

Pharmaceuticals    .  226,800 

Glamorene               ....  132.500 

Beechnut  Packing  258,300 

Carling  Brewing    

Theo.  Hamm  Brewing  .  274,200 

Carnation***  183,500 

General    Baking   .  395,200 

Standard  Oil  Indiana  182.000 

P.  Lorillard  260,900 

Simoniz                             122,100 

Socony-Mobil  Oil  320,500 
American    Chicle  247,400 

Cream  of  Wheat  172,700 

Sealy  Mattress  .  181,700 

Eastern  Guild  227,300 

General  Mills  .  349,800 

Morton  Frozen  Foods  .  123,200 

Pacific  Coast  Borax  265,500 

F.  &  M.  Schaefer  Brewing  188,600 

Thomas  J.  Lipton  ..  164,400 
means   advertiser  was   not    among   top    200  In   period 

1ST  QUARTER 

1956 

$  388,400 
384,800 

378,900 

377,900 
373,700 

371,000 
368,400 

364,800 

355,900 
355,500 
349,400 

346,600 

344,000 

340,500 

327,300 
325,400 
324,600 

313,800 
313,500 

310,500 

306,700 
294,600 

286.600 
286,100 

285,600 

279,900 
276,300 
273,600 
273.200 

270,000 
267,500 

264,200 
262,700 

261,000 

260,300 

258,800 
230,300 

230,200 
229,500 

227,900 

227,400 

224,300 
221,500 

218.700 
217,900 

217,500 

216.300 
214,900 
213,500 

212,800 

Includes    All    Ilcelonal 
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ROCKFORD -ILLINOIS//       /ilea  o£ 
■"— —  //  market  power! 

Now  1st  Market  in  Illinois  (outside  of  Chicago)  and 

GROWING!  Within  the  coverage  area  of  WREX-TV 

ore  400,195  families,  consisting  of  1,327,810  people 

owning  255,915  television  sets.  The  combined  spend- 

ing income  is  $2,357,080,000,  an  overage  of  $5,329 

per  household. 

A  few  of  the  widely  diversified  ond  internationally 

known   industries  in  the  Rockford-Area   market  are: — 

National  Lock Ingersoll   Milling 

Rockford  Screw  Prod. Freeman  Shoe 

Sundstrand Fairbanks-Morse 

3orber-Colman Parker  Pen 

Woodward  Governor Chevrolet-GM 

Greenlee  Tool  • Burgess  Battery 

Atwood  Vocuum  Mach. Micro-Switch 

WREX-TV 

WREX-TV—  The  Viewers'  Choice'  —  DELIVERS  your 

message  to  the  buyers  in  this  rich  industrial  and 

agricultural  market. 

The  consistent  high  quality  in  production,  promotion 

and  merchandising  of  both  spots  ond  programs  has 

earned  many  major  awards  for  WREX-TV  this  yeor! 

For  the  best  medium  to  reach  this  Rockford  Area  mar- 

ket consult  H-R  for  the  WREX-TV  story. 

BURLINGTON 

sales  power! 

•  All    48    of    the    top    48    once-a-week 
shows  are  on  WREX-TV 

•  All    15    of   the    top    15    multi-weekly 
shows   are   on  WREX-TV 

•  57  of  the  top  59  once-a-week  shows 
are  on  WREX-TV 

•  157  to  11!  WREX-TV  leads  in  1/4  hour 

periods  from  6:00  P.M.  to  Midnite. 

Facts  from  the  April,  1956  ARB  Survey  prove  conclusively  that  WREX-TV 

continues  to  grow  in  favor  with  the  ever  increasing  number  of  viewers 

in  this  10  county  billion  dollar  markefl 

ABC  AFFILIATIONS 

WREX-TV  channel  13  •  rockford,  Illinois 
REPRESENTED   BY   H-R  TELEVISION.   INC. 
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SRi 
WHAT    TOP    200    SPEND    IN    SPOT   TV* 

1ST  QUARTER 
1956 

4TH   QUARTER 

RANK  ADVERTISER   ^933   

101.  Lewis  Food    -   S  199,100 

102.  Safeway  Stores     343;700 

103.  Duffy-Mott            176,300 
104.  Liebmann   Breweries      229,400 

105.  Libby,  McNeil  &  Libby  ....  186,900 

106.  Sunshine  Biscuit    315,900 

107.  Lucky  Lager  Brewing    147,200 

108.  Standard  Oil  Ohio     182,600 

109.  Hudson  Pulp  &  Paper   ....  157,500 

110.  American  Bakeries  236,800 

111.  Grant       

112.  National  Brewing  191,800 

113.  Converted  Rice    ...    182,600 

114.  International  Cellucotton  . 

115.  Alkaid   

116.  Grocery  Store  Products  .... 

117.  W.  F.  McLaughlin    129,000 

118.  Avon  Products     296,700 

119.  Monarch  Wine     189,100 

120.  B.  C.  Remedy       123,600 

121.  Welch  Grape  Juice      
122.  Seabrook  Farms   

123.  Phillips  Petroleum     193,600 

124.  Ward  Baking    201,900 

125.  Pillsbury    306,100 

126.  Kroger    143,500 

127.  San  Francisco  Brewing  ....  300,600 

128.  Paxton  &  Gallagher     142,700 

129.  Jackson  Brewing  ...         150,800 

130.  Ralston-Purina    117,180 
131.  Duncan  Coffee   

132.  Top  Value  Enterprises    

133.  Langendorf  Bakeries    184,400 

134.  Bank  of  America  126,200 

135.  Jacob  Ruppert  Brewery    ...  236,000 

136.  S.  A.  Schonbrunn    133,600 

137.  Kraft  Foods     

138.  Gordon  Baking       125,800 

139.  V.  La  Rosa  &  Sons  169,600 

140.  Duquesne  Brewing 

Ml.  Buitoni   Products    133,800 

142.  Sardeau 

1  1 3.  Richfield  Oil    

111.  Household  Finance       167,000 

145.  Drewrys,  Ltd.  „.    166,300 

146.  International  Milling     139,500 

147.  Quality  Bakers     160,300 

148.  Blue  Plate  Foods   

I  19.  G.  H.  P.  Cigar    

150.  George  Wiedemann  Brew.  137,800 

•TvB  estimate  based  on  N.    C.    Korabaugh  data.  Blank   space   In   4th   Quarter   19.">5  columns  above 

212,000 151. 

211,300 152. 
207,900 153. 
206,500 

154. 
203,500 155. 

203,100 156. 

202.200 157. 

199,900 158. 

192,800 159. 

190,500 160. 
188,700 

161. 186,900 
162. 

185,100 
163. 

184,100 164. 
181,900 165. 

181,400 166. 

179,100 167. 
174,100 168. 

171,600 169. 

171,600 170. 
169,500 171. 
168,600 172. 

168,600 173. 
162,200 174. 
158,300 175. 
156,900 176. 

155,500 177. 
155,100 178. 
153,000 

179. 
149,400 

180. 
148,300 181. 

147,000 182. 
145,500 183. 

143,600 184. 
143,100 185. 
142,800 

186. 
140,700 i:;:. 

140,200 188. 
139,800 L89. 

138,200 190. 
135,800 191. 
135,300 192. 

135,200 193. 

135,100 194. 

134,000 195. 
132,600 

196. 
130,900 

197. 
129,800 

198. 129,000 199. 
128,200 200. 

4TH   QUARTER 
ADVERTISER  1955 

Hazel  Bishop        ....$    148,600 

Drackett           136,400 

Walgreen  ~   

Gunther  Brewing  .  133,800 

General  Electric      ...        182,500 

Continental  Oil      

National  Enterprises         123,000 
Gold  Seal   

Petri  Wine    337,200 

G.  Heileman  Brewing         131,200 

Bond  Stores             137,300 

Assoc.  Hospital  Service  ...        117,200 

Wm.  B.  Reily  &  Co.        122,900 

Williamson  Candy    .. 

Mars           181,200 

l)u  Pont                 356,700 

M.  J.  B       

Greyhound           155,100 

Columbia  Broadcasting  ....      401,100 

Rival  Packing           124,000 

Remington  Rand   

New  England  Conf.  ..  120,000 

Schlitz  Brewing        122,200 

General  Cigar     148,600 

National  Carbon  ...  173,600 

Rath  Packing      

Emerson  Drug  ....               122,700 

William  Wrigley   _     ....      107,300 

Chock-Full-0  Nuts  .... 

American  Stores    

Rayco  Mfg    203,900 

Jim  Clinton  Clothing    

Whitman  &  Son        200,400 

Holsum  Baking         127,000 
Frito      

s.  s.  s   
Stroh  Brewing     130,500 
Ohio  Provision     

International  Salt    

Swift      

Castro  Convertible    

Schoenling  Brewing    

Los  Angeles  Brewing         258,300 
Rev.  Oral  Roberts    

Oscar   Mayer   

CVA  Corp.    (Wines)    .  355,200 

G.   Krueger  Brewing 

Malt-O-Meal  130,300 

Marlowe  Chemical    

Blumcntbal  Choc   

means  advertiser  was  not   among  top  200  In  period. 

1ST  QUARTER 
1956 

127,300 

126,600 
126,100 
125,100 

124,700 
124,500 

123,100 

122,400 

122,400 
122,300 

120,500 
120,400 

120,000 

119.300 

117,900 
117,000 

116,500 

115.600 

115,600 
114,900 
112,400 

111,100 

110,500 
110,100 
108,900 

108,100 
107,600 

107,300 

106,900 
106,700 

106,000 
105.900 

105,800 

105,600 
101,700 

100,700 

100,300 

100.300 
100,200 
100,000 

98,700 

98,500 

97,800 
97,600 
97,100 
96,400 

96,000 
95,000 

94,900 
94,700 
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NEW  KSTP-TV  ANTENNA  IS  HIGHEST  TV 

STRUCTURE  IN  AREA  . . .  IMPROVES  SIGNAL 

IN  THOUSANDS  OF  FRINGE  AREA  HOMES! 

KSTP-TV,  the  Northwest's  first  television  station  and 
first  with  maximum  power  has  done  it  again!  This  time 

it  is  a  new  six-bay  antenna  further  increasing  tower 

height  and  making  it  the  Twin  Cities'  highest  structure. 

This  major  improvement  adds  thousands  of  potential 
regular  viewers  to  KSTP-TV  as  letters  from  more  than 
100  miles  away  indicate.  A  few  of  these  letters  (with  a 

map  showing  writers'  locations)  are  shown  below. 

Here's  what  viewers  tel    us: 

2 

"KSTP-TV  comes  in  perfect.  The  picture 
couldn't  be  any  clearer  in  Minneapolis.  We  ap- 

preciate what  you  have  done  to  give  us  better  re- 

ception. We  are  105  miles  from  Minneapolis." 
Melrose,  Minnesota 

"Since  your  new  TV  antenna  was  put  in  use,  our 
TV  picture  comes  in  very  well.  We  are  102  miles 
from  Minneapolis  and  it  really  is  amazing  how 

clear  the  picture  comes  in." 
Rice  Lake,  Wisconsin 

"Congratulations  on  your  increase  in  power.  I 
watch  your  shows  with  pleasure  now  that  the  pic- 

ture is  so  much  stronger.  I  live  180  miles  south  of 

St.  Paul." Kanawha,  Iowa 

"Since  Friday  morning  both  picture  and  sound 
on  KSTP-TV  are  tremendously  improved.  We 
enjoy  your  programs  more  than  ever  and  watch 

Channel  5  all  the  time." 
Wells,  Minnesota 

"We  watch  your  shows  every  day.  Since  Friday 
reception  has  been  wonderful.  In  fact,  it  is  per- 

fect." 
Olivia,  Minnesota 

?OWN 

WATON- 

WAN 

IN 

EMMET 

MARTIN  [fARIBAULT  ̂ FREEBORN 

4* 

KOSSUTH 

PALA  ALTO 

MOWER 

WINNE- 

BAGO 

HANCOCK 

WORTH 

Piii  a,   HiiMflm 

*NCOCK  QRRO- 

M   GORDO 

^   
Bll    BMUCMl 

FILLMORE 
HOUSTO 

MITCHELL HOWARD 

WINNESH'E 

FLOVD        CHICKASAW 

I    A  •  |fAl 

CHANNEl 

>f000  WATT! 
5 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affifiafe 

*Tfes  /l/ori6mffc4-  Leading  QfotiotC 
Represented  by  Edward  Petry  &  Co.,  Inc. 
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NET  TV Show; 

There's   a    new   solidity   in    mos     L 

Washington  probes 

I  rend  to  adventure:    \BC  TV's  new  film  series,  Adventures  of  Jim  Bowie,  keys  the  upswing 
in  adventure  themes.    Scotl   Forbes  stars  in   Fri.  night  Southwestern-frontier-costume  drama 

Q.  Briefly,  what  are  the  Washing- 
ton investigations  of  tv  all  about? 

A.  Washington  is  concerned  prima- 

ril)    with   two   aspects   of   tv,   hut   the 
Lwo  are  related.  First,  the  FCC  is  seek- 

ing a  solution  to  the  station  allocation 

problem  caused  b)  the  Fact  thai  inter- 

mixture of  vhl  and  uhf  hasn't  worked 
the  \\n\    it  thought   it  would.    As  a  re- 

Trend  away  from  small  monej  quizzes:  Herb  Shriner  moves  into  CBS  TV 
Tuesday    night    comedy-variety    format.      Two    tor    the     1/</;ic\     was    dropped 
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id  buys  are  steady  in  period  of  'changeless  change' 
duction  and  buying  as  clients  and  producers  aim  for  'sure  thing'  rather  than  'big  splash' 

-ult  a  truh  competitive  tv  system  i- 
not  \et  a  reality.  Secondly,  the  FCC 
and  Senate  Commerce  Committee  are 

making  thorough  investigations  of  the 

t\  networks  to  see  whether  the  pro- 
graming and  advertising  power  the) 

represent  is  not  inordinate,  monopolis- 
tic or  against  the  public  interest. 

These  two  aspects  are  related  to  the 
extent  that  a  solution  of  the  allocation 

problem  would,  in  the  opinion  of  most 

parties  concerned,  reduce  the  influ- 
ence of  the  tv  networks,  particularly 

where  CBS  and  NBC  are  concerned. 

Q.  0/  what  interest  is  this  to  the 
advertiser? 

A.  \  solution  to  the  allocation  dilem- 

ma would  mean  ilia  greater  choice 

oj  stations  on  which  to  place  advertis- 

ing, l2l  a  greater  choice  of  program- 
ing sources,  since  spot  tv  programing 

sources  would  be  strengthened  by  the 

increased  market  potential.  1 3 1  more 

competition  among  advertisers,  i  1  i 
more  availabilities  to  new  and  old  tv 

advertisers,  particularly  the  smaller 
firms. 

There  are   mam    aspects  to   network 

operations  hut  the  heart  ol  the  ques- 

tion, it  recent  Washington  testimony  i- 
an)  indication,  is  network  option  time. 

If  option  time  is  limited,  there  would 

be  greater  opportunities  for  national 
spot  and  regional  advertisers,  and. 
conversely,  fewer  oportunities  (barring 

a  change  in  the  allocations  picture  <  foi 
network  clients.  If  option  time  is 

banned  completely,  the  networks  would 
no  doubt  be  dealt  a  heavy,  if  not  a 
mortal,  blow.  The  webs  maintain  thai 

network  operation  is  impossible  with- 

i  Please  turn  to  page  •">!!  | 

Trend   to  outside   production:    .NBC   T\    slots  new  syndicated  film  series  imported  from  Great   Britain.    Sii 
Lancelot  and  his  Knights  appear  Monday  nights.     This    typifies   rise   in   costume   drama   currentlj    sweeping   i\ 
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watch 
closely ! 



Television's  incredible  statistics  can 
be  even  more  bewildering  in  this 

record  year  — if  you  don't  watch  them 
very  carefully  all  the  time. 

Take  the  question  of  measuring*  a 
program's  popularity.  Do  you  count 
the  total  audience  —  the  number  of 
people  who  tune  in  during  the  course 
of  a  program  (including  those  who 
tune  out  after  sampling  it), or  do 

you  measure  the  average  audience 

—  the  number  of  people  who  watch  it 
during  the  average  minute  ? 

Without  a  single  family  changing 

a  minute  of  its  viewing  behavior  you 
can  arrive  at  a  surprisingly  different 
set  of  figures. 

The  total  audience**  measurement 
can  produce  the  most  astronomical 
numbers.  But  the  average  audience 
concept  has  far  greater  value  for  a 
sponsor.  Because  it  is  a  much  more 
accurate  index  of  the  number  of 

people  who  have  seen  an  advertising 
message,  it  has  clearly  gained  more 
acceptance  in  the  industry. 

The  clearest  single  fact  about  the 

1955-56  television  season  to  dat- 
that  on  an  average  audience  basis 
CBS  Television  broadcast  7  of  the  1( 

most  popular  programs  at  night  and 
8  of  the  top  10  in  the  daytime. 

Moreover,  its  average  program  had 

a  12%  larger  rating  at  night  and 
a  64%  larger  rating  during  the  day 
than  the  second  ranking  network. 

A  record  that  continues  to  establish 
CBS  TELEVISION  as  the 

world's  largest  advertising  medium. 

■ 

I 

Wm 

•All  data  based  on  NTI  Averages:  October '55- April '56 

"On  this  basis  too,  CBS  Television  comes  out  ahead 
with  6  of  the  top  10  nighttime  programs,  8  of  the  top  10 

daytime  programs,  and  averages  both  day  and  night 
1  million  more  viewers  than  the  second  ranking  network. 



NET    TELEVISION    (Continued) 

out  option  time.  If  the)  are  right, 

elimination  of  option  would  turn  na- 

tional advertising  on  t\  into  a  100f< 
spol  operation.  Tins  would  mean  that 
all  national  t\  advertisers  would  be 

concerned  with  the  headaches  of  indi- 
vidual market  clearances  hut  it  would 

also  mean  more  choir,-  ,,!  station,  time 
and  market.  Even  if  the  networks 

could  survive  without  option  time, 

there  i-  no  doubl  the)  would  operate 
on  a  reduced  scale  ami  he  less  able  to 

turn  out  the  ambitious  programing 

and  public  service  features  the)  now 

do. 
Most  agenc\  executives  at  the  im- 

portant agencies,  though  thev  have 

their    iplaints  about  arbitran  deci- 
sions on  programing  b)  the  networks, 

want  to  see  the  networks  survive.  T  he, 

feel  tv  would  he  the  loser  if  the  net- 

works didn't.  In  a  sponsor  surve)  ad- 
vertising executives  stated  overwhelm- 

ing!)   that    the)    would    not   like   to   see 

the  networks  "divorced"  from  pro- 

gram production  i  see  "What  are  ad- 
men telling  the  FBI  about  'divorce- 

ment'?". SPONSOR,  2!!  Ma\    L956). 

Q.  What  is  likely  to  be  done  by 

Washington  about  tv? 

A.  \  specific  proposal  on  allocations 
was  momentaril)  expected  from  the 
FCC    at    Fall   Fads    Basics    presstime. 

Exactl)    what    would   he   proposed   was 

NIGHTTIME   NET    7  to  11 FOR  DAYTIME  10  A  M  TO  2  P  M  .  SEE  PAGE  60 
FOR  DAYTIME  2  P.M.  TO  6  P.M..  SEE  PAGE  62 

7 

pm 
7:1.1 

7:30 

X 

8:i: 

11:30 

8:15 

9:15 

0:30 

9:45 

10 

0:1 

10:30 

10:  15 

SUNDAY 
ABC  CBS  \BC 

You   Asked 

For   It 

Best   Foods 

Amateur    Hour 

Pharmaceuticals 

7:30-8:30 

Amateur  Hour 

(cont'd) 

Omnibus 

*  Aluminium 

Union  Carbide 

9-10:30 

Omnibus (<nt   d) 

No  Net  Service 

Lassie 

Campbell 

Jack    Benny 

Alt  Pvt  Secretary 

Amer.    Tobacco 

Ed    Sullivan 

Lincoln-Merc. 

G.E.    Theatre 

G.E. 

Alfred 

Hlteheotk 

Bristol-Myers 

$04,000  Challenge 

Lorlllard 
Alt 

Revlon 

What's     My     lini 
Hrli  n.    Curtis 

Alt 

Rem  Ion    K;mil 

77th     Bengal 

Lancers 

Gen    Foods 

Circus  Boy 

Reynolds  Alumin. 

Steve    Allen 

t 

Tv    Playhouse 

Goodyear 
Alt 

Alcoa 

l.i. nil. i    Young 

P&G 

Natl     Bowling 

Chi  mps While    Owl 

I    i 

ABC 

MONDAY 
CBS  \BC 

Kukla.  Fran 

&  Ollir 
Gordon   Baking 

News — John    Daly 

Bold   Journey 

Ratstofi-Purina 

Danny  Thomas 

Kleenex-Oelsey 

Alt 
Armour 

Voice  of 
Firestone 

Firestone 

Bishop    Sheen 

t 

Lawrence  Welk Dodge 

Lawrence  Welk 

(cont'd) 

No  Ni  t  Sovice 

No  Net  Service 

CBS  News 
Doug  Edwards 

Whitehall 

Robin  Hood 
Johnson  & 

Johnson 

Alt 
Wildroot 

Burns  and  Allen 

Carnation 

Alt 

B  F  Goodrich 

Godfrey's 

Talent  Scouts 

Thos  J  Lipton 

Alt Tonl 

I    Love   Lucy 

Gen   Foods 
Alt 

P&G 

December  Bride 

Gen  Foods 

Studio    One 

West'house 

No  Net  Service 

Gordon  MacRae 
Lever  Bros 

News  Caravan 

R  J  Reynolds 

Sir  Lancelot 
Amer  Home  Prods 

Alt  Lever  Bros 

Producers 
Showcase 

H    wk    in   4) 
8-9:30 

RCA     Whirlpoolt 

Stanley 

Amer  Too. 
Alt 

Helene  Curtis 

(3   wks    in    4) 

Impart 

Ponds 

t 13   wks   in  4) 

Robert 
Montgomery 
Presents 

S  C  Johnson 
Alt 

Schick 

9:30-10:30 

Robert 

Montgomery 

Presents 

(cont'd) 

No  Net  Service 

TUESDAY 

ABC  CBS  \BC 

Kukla.  Fran 

&  OIIU Gordon  Baking 

-John  Daly 

t 

Warner  Bros. 

Presents 

Gen    Elec 

t 
7:30-8:30 

Warner  Bros. 
Presents 

(cont'd) 

Wyatt  Earp P&G 

Alt 

Gon  Mills 

Program  TBA 

G.E. 

OuPont 
Cavalcade 

Theatre 

DnPont 

No  Net  Service 

No  Net  Service 

CBS  News 

Doug  Edwards 

Amer  Tobacco 

Phil  Silvers 

R  J  Reynolds 

TBA 

Amana 

The    Brothers 
Schraffer 

Herb   Shriner 
Pharmaceuticals 

Red  Skclton 

Pet  Milk 

Alt 

S  C  Johnson 

$64,000 
Question 

Revlon 

Do    You    Trust 

Your  Wife? 

Frigidaire 
Alt 

L    &     M 

No  Net  Service 

News  Caravan 
Rem-Rand 

Chevy  Show 

Chevrolet 

Alt 
Wash  ton    Square 

t 

Fireside 

Theatre 

P&G 

Hi 

Kaiser  Alum 

Kaiser  Alum 

Alt 

Circle  Theater Armstrong 

9:30-10:30 

Kaiser  Alum.   Hr 
Alt 

Circle  Theati  r 

(cont'd) 

People  Are 

Funny 

t 

Kukla.  Fr-.l 

&  Ollie  I 

Gordon  B  k 

News— John  1 1 

Mile- 

Djsnryl   >i| 

Amer  M:    .     I 

Amer  D.   ■ 

Derby     fe-| 
7:30- 8:0J 

Disneyland  | 

(cont'd 
Program  1  8  | 

Amer  Ti. 

Alt 

Pearson  Pi  af  I 

0«i<  &  H«- Erstman  k, 

Ford  Thiai  r  | 

Ford 

Wednesday 
Night  Fights  | 

Pabst 

Mennen 



not  known.  However,  SPONSOR  has  al- 
read)  gone  on  record  with  the  opinion 

that  the  FCC.  in  \  iew  of  its  past  his- 
toid and  the  complicated  nature  of 

the  allocatiton   issue,   will  do   nothing 
(Ita-tic.   I  .\tt'n~i\  f  (le-intei  mixture  doe- 

nol  seem  to  he  in  the  cards  and  the 

uhf  stations,  man)  <>l  whom  are  -till 

having  a  hard  time,  will  probabl)  1»- 
left  tn  work  oul  their  own  economic 
destinies. 

Nil  decision  on  network  operations 

u  ill  <  ome  from  the  FCC  before  next 

year.  While  Senator  Bricker  has  been 

pushing  hard  For  network  regulation, 

there  does  not  seem  to  I"-  much  sup- 
port in  Congress  for  this  step.  Noi 

does  ii  seem  likel)  al  this  writing  that 
option  time  u  ill  be  banned.  \\  hile 

the  Washington  investigations  have 
had  some  subtle  effects  on  relations  be- 

tween networks  and  advertisers,  to  the 

outsider  their  has  been  no  apparent 
i  hanse  in  nelw hi  k  policies. 

Programing 

Q.       Will  there  be  any  programing 

new  concepts  introduced  this  tall? 

A.      No.     I  hi~   u  ill   be  the  great   sea 

son  id  consolidation  in  which  program- 

ing  pursues   patterns  established   ovei 
the  past  two  years.    There  will,  how- 

ever, be  dozens  ol  changes  in  sp 
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